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~' Color-Keyed 
to your Spring and Summer 
Fashion Promotions... 














Schack's willowy pastel Pousse Leaf Deco- 
ratives splash your Windows and Interior 
with striking tones of Pink, Lavendar, 
Yellow or What-Have-You. Match the 

~ foliage in each window to the merchandise 
you show... Schack's color-keyed decora- 
tions are yours at no extra cost. 


See your Schack representative or write 
us for a free copy of "Pastel Pousse Deco- 
ratives'’ brochure. 
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Anytime... 


COLOR belps sell MORE 




















Giant Size Artist’s Brushes in Color 4" wide x 60%" long 


Formed in durable but lightweight plastic ... Dramatic showmanship for any color 
promotion, fashions, domestics, luggage, shoes, housewares... You'll find hun- 
dreds of uses in both window and interior displays. Available in soft pastel colors 
with white handles and in pure white. Easy to finish any color. Tips are easy to 
refinish any color from time to time. 


No. 3807 Pure White (Set of 3) $12.50 Each 
No. 3808 Pastel Colors (Set of 3)... $15.75 Each 


W. L. STENSGAARD AND ASSOCIATES, INC. 


346 NORTH JUSTINE ST., CHICAGO 7, ILLINOIS 
Se. 
ESTABLISHED 1931 Specialists in Merchandise Presentation ° Demonstration e Displays ° Exhibits 
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... in Fashions 
... Home Furnishings 


most anything... 


Add Showmanship with pouring 
Flower Pots add your own flowers or decor 


36" high x 12” diameter. Produced in du- 
rable plastic, full round with reinforced 
base. Set of 5, each a different smart pastel 
color. Pouring action effect finished all 
sides. The flower pot is finished in a soft 
grey. Also offered in white. Easy to finish 
any colors you wish. Another display prop 
you'll use over and over to add showman- 


ship. 


No. 524 Pure White $39.50 set of 5 
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Cathedral Windows 48" x 95" 


Silk screened in 14 rich oil colors... Trans- 
lucent. Can be lighted from behind. Excellent 
for Easter, Weddings and shops. Easy to roll 
up and use again. 


No. 61341 $18.75 each 





DISPLAY 


VOLUME 76 MARCH, 1960 NUMBER 3 


CONTENTS 


Editor's Comment . 


THE SHOW WINDOW: Looking Glass . . . or Look-In Glass 


By Alfred Makulec 


On and Off Fifth Avenue . . . Chicken Wire and Donald Brooks 
By Ray Massey . 


By Roderick McKenzie 
By Richard Day 
By E. Everett Fernandez 


Get Everyone Into the Act 
Tie-Ins Typical of Chicago 
Display Sketchbook 


Block's: Ingenious Wall Treatment Adjunct to Display 
By Claire Brown 


The Display Executive ... Everything in Its Place By Myrtle Stewart 
Display Ideas Design to SELL 


Display ... On and Off the Record 
Los Angeles Display Tricks 


By Jim Kiley 


By Dick Jachim . 
Display . . . Here and There 
Conquest for Fashion Leadership 
Behind the Glass 

Display Internationale 

The CONTEST CORNER 
Coming Up! 


By J. Harvey Aslin 


The Togetherness of Separates By Anne Daniels 
German Display School Offers Varied Training ; : : : 
NADI Newsgram By Gabriel M. Valenti 
The Display Parade By Al Couch 
VELCRO: The Maaic Fastener Challenges Display . , , , 
By Myrtle Stewart 
By Al Couch 


In-Store Display Contest Success in Baltimore 
Trade Personalities 
Display of the Month 


i 
PUBLISHED BY 


THE DISPLAY PUBLISHING COMPANY 


407 GILBERT AVENUE, GARFIELD 1-2050-1-2051, CINCINNATI |, 


THE COVER 


“For he's a jolly good fellow!"’ was the 
mood established by this corner Father's 
Day display by J. Howard Schneider, 
display director, The Crescent, Spokane, 
Wash. ... Main actors in the scene de- 
picting the old-fashioned barber shop 
were the grinning bald-headed gent at 
center and the mustached fellow snooz- 
ing in his chair .. . No doubt many an 
old-timer looked on and wished for the 
good old days. 


OUR NEXT ISSUE 

The editorial eyes of DISPLAY WORLD 
will be on Texas in the April issue, with 
a major share of the features devoted to 
a representative cross-section of display 
as it is being accomplished in the Lone 
Star State . . . Since Spring displays 
arrive early in Texas, we will be featuring 
1960 Spring promotions as well as Nei- 
man-Marcus’ South American Fortnight 
of last fall . . . All this in addition to 
our regular features and how-to-do-it 
articles . . . in the April issue . . . in 


the mails March 20. 
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Published monthly at $5.00 a year for the 
United States and Canada. To foreign 
countries, $6.00 a year. Canadian and foreign 
orders payable in U. S. funds by International 
money order or New York bank draft. Single 
copies 60 cents. Send all subscription orders 
direct to the publication office at Cincinnati. 
Changes of address must be reported at least 
two weeks in advance of effective date, other- 
wise missed copies cannot be _ supplied. 
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EXECUTIVE STAFF 
H. C. Menefee, President 
Nathan Silverblatt, Managing Editor 
Paul T. Knapp, Associate Editor 
R. James Shriver, Advertising Manager 
John Mendell, Production Manager 


Eastern Office 
Home Guck, 156 Fifth Ave., New York 
1, N. Y. Phone CHelsea 2-3714. 

Western Office 
Joseph Mervish, 6716 Gentry Ave., North 
Hollywood, Calif. Phone TRiangle 7-7556. 

om 
Member 


National 
Association of 
Display Industries 
ae 
os 


: W 


"Ee 4 ~, 

Audit Associated 
Bureau of Business 
Circulation Publications, Inc. 


ato 
°* 


& 
Pass This Issue Along 
You get the most value from DISPLAY 
WORLD when you share it with others. 
See that it reaches other executives of 
your organization and the members of 
your department. 
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Versatile Celastic comes to life in the talented 
hands of Kathy Little (Display Originale, 
Tampa, Florida), to create a delightful, 
durable Mother Goose Playland. 
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Anything you can imagine you can make with Celastic. No other display material solves so many problems so well. . . 
is so easy to work with. Just cut, dip and shape. When dry, Celastic becomes a permanent, weatherproof-waterproof 


plastic display that will take practically any finish. Celastic is ideal for negative or positive molding, armature or free- 
form sculpture. Available in 3 different weights. 


EXCLUSIVE DISTRIBUTORS FOR DISPLAY CELASTIC: MAHARAM FABRIC CORPORATION 
NEW YORK: 130 West 46th Street + CHICAGO: 412-20 North Orleans Street + LOS ANGELES: 1113 South Los Angeles Street 


ELASTIC 


DIVISION OF WASCO CHEMICAL CO., 5 BAY STATE ROAD, CAMBRIDGE 38, MASS. 











Fast reading does it... 


No stoop — No squat — No squint — Make it easy for traffic to get your message 


in your windows — 
in your store. Put your signs UP!!! UP!!! where they read faster and sell more. 


a luxury look for 
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BRASS BEASELS  zW 2. zW prion retort rending 


For 14 x 22 and 22 x 28 Signs 


These large Easels have swivel back rods smaller and is rubber tipped. The two front up- 
which permits setting the signs at various rights have a ball on the base of each . . . These 
angles, and they turn in to a flat position for Sign Easels have been made at the request of many 
shipping and storage. These Easels are made stores to supply them with a good-looking, simplified 
of heavy, one-quarter inch stock, brass plated Easel that will hold large signs in a better reading 
and lacquered. The back rod is slightly position. 


[] BRASS EASELS [] SIGN MACHINES 
For full information check this coupon [] SIGN MAKING SUPPLIES 
and mail to 
Firm 
Attn.: 


Street 
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4510 N. RAVENSWOOD AVE. CHICAGO 40 
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CUTS C OST in assembly time...eliminate waste in lighting change-overs! The Amplex 


Swivelite system of inter-connected links hang, drop, extend, twist, swivel and 
aim your fixtures! Do you have the Amplex Swivelite catalog illustrating all of the cost-cutting elements of this 
highly interchangeable system? 


amplex 


Write for free catalog: 
Amplex Corporation 
214 Glen Cove Rd. 


Carle Place, L. I., N. Y. 
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WING’S SUCCESS DISP 


—a dash of genius 


for dramatic 


APPAREL 
MERCHANDISING 


Wing's One of the major sensations at NADI’s 
Flexi- Girt Spring Market Week included the long 
awaited arrival from Europe of Wing’s 
Success Display dramatic new fashion dis- 
play equipment. And with good reason 
— for this exciting equipment places 
at the fingertips of imaginative U. S. dis- 
play specialists the same fresh approach 
to apparel merchandising that has been 
adopted by Europe’s fashion experts. 
Now, lingerie, dresses, suits, coats and 
pants follow the natural flow of the human 
body by means of this new concept in 
* quality merchandising. A patented 
Wing's flexible vinylfoam material easily shapes 
Full Flexi- Girl to suit the particular garment . . . no 
pinning ... no stationarv fixtures. 


Wing’s creative approach to apparel dis- SETTING C 
. ° . . " 4 p - 4 
play adds dignity, vitality and elegance to 

e 


garments ... and permits display men to Qo” _« 2 
express literally “‘one thousand and one”’ 
new ideas for their shops. 
Write for complete instruction manual 
and parts listing. 
Illustrates a wide variety of 
fashionable presentations. 
e 
Wing's 
Setting D 
Women’s 


Manufactured and sold in the United States by 
success WILSON RESEARCH CORPORATION 


2001 Peninsula Drive, P. O. Box 5037 
Erie, Pennsylvania, TE 3-0112 
* 
Wing's 
Setting A We cordially invite you to visit the Wing’s Success Display Suite, 
Men Room 707, (CHickering 4-1418) ... Display Center, 400 Eighth Avenue 
(at 30th Street) New York City (LO 4-2110). 
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BOOK 
ON DISPLAY 


DYNAMIC DISPLAY 


TECHNIQUE AND PRACTICE 
By FRANK J. BERNARD 


268 Pages 


Cloth bound 


More than 600 illustrations 
Size 9 x 12 inches 


Now in third edition 
Contains everything about Display 


—YOU MUST HAVE A COPY 
...to make your displays sell more goods faster 
.. it's the kind of book you have been waiting for 
it's a necessity for everyone engaged in display 


or using displays 


PARTIAL LIST OF CONTENTS 


fraining for Display Work 
Recipe for a Displayman 
Common Errors in Display 
Working Methods 

Application of Art in Display 
Abstract Art in Display 
Fechnique of Painting 
fechnique of Enlarging 

kK ve-Catchers 

Paper Sculpture 

Display Material. 

Papier Mache 

Balance and Symmetry in Display 
Line and Form in Display 
Principles of Contrast 

How to Master the Space Problem 
Preparatory Work 

The Window Plan 

Birth of a Show Window 
Display on a Small Budget 


Variations on a Basic Idea 
The Display Calendar 

Lavout of Merchandise 

Display of 19 Different Wares 
Small Windows 

The Store Front 

Interior Display 

Expositions and Trade Fairs 
Decorations on the Store Front 
The Flower in Display 

Color 

Paints. Binders and Thinners 
Lettering and Display Signs 
Lighting 

Animation in Display 

Figure Draping 

Display Fixtures 

Economy and Good Housekeeping 
The Workshop 

Windows of the World 


PRICE +10 POSTPAID 


immediate Delivery! 


Order Your Copy NOW! 


SRAM J BERNARDO 
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WARMIIC GBIGPLAY 


Endorsed 
by the country’s 
foremost display directors. 
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The publishers of DISPLAY WORLD for years have sought a 
modern text and reference display manual of this kind and now, 
in DYNAMIC DISPLAY, they offer a long-needed book which 
everyone in display will be proud to own. It is a complete treatment 
of modern display technique and practice. The student will find it a 
sure guide to display techniques and a real help toward steady 
improvement and perfection in his work. For the experienced and 
professional displayman it is rich in display ideas and an invaluable 
reference work in fact, a display library in itself. Retailers, both 
large and small, will find it a positive guide to good selling displays. 
The author draws freely on his wide experience to explain each facet 
of retail display and shows by photographs and sketches the practical 
application of display techniques for modern displays that sell. Display 
problems and their solutions are explained in detail. It gives display 
a scientific background to make the medium of display more powerful 
and effective. Study the partial list of contents and you will realize 
that this is a book you MUST have. Its value to you cannot be 
measured by its reasonable cost. 


§ DISPLAY WORLD, Cincinnati 1, Ohio 


[] Please send me postpaid a copy of DYNAMIC DISPLAY, for 
which $10.00 is enclosed. 


[] Please send me a copy of DYNAMIC DISPLAY and enter or 
extend my subscription to DISPLAY WORLD for one year, for 
which $14.00 is enclosed, a cash saving of $1.00. (All foreign 
combination orders except Canada $1.00 additional.) 
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PANTS SALES SLEEPING? 
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Sel-O-Rak increased 


slack sales for 
Bond’s, Howard's, 
Jordan Marsh, 
Broadstreet’s, National Shirt, 
Sak’s, Wallach’s, 
Schwobilt and thousands 
of other top stores. 
Sel-O-Rak can do 
the same for you! 
Our 30 day Free Trial offer 
will prove it! 


Write for the 1960 
‘Sel-o-Rak Girl’’ Calendar 


2 Boo ight Se Sa oe ¥ 
pt oe 
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SEL-O-RAK CORP. 9 ~« leh FLA. * SEE YOUR JOBBER OR WRITE DIRECT 
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Since last fall readers have been receiving a questionnaire to be 
filled out and returned with their subscription renewals. Response has 
been excellent and the resulting information very enlightening. Briefly, 
it requested readers to check those features that they read regularly 
in DISPLAY WORLD and those subjects which they would like emphasized in 
future issues. 


As was to be expected, advertisements lead the way in the 
readership survey. In afield such as display where there is constant 
interest in new materials and products, it is no censure of the editorial 
content that the ads are read by almost 100 per cent of the readers. 


Next among the "most read" features were the monthly reviews of 
current displays of New York City, Chicago and Los Angeles. Next came 
reports of display of other metropolitan display centers, the Display 
Here and There feature, Jim Kiley's article, the new Display Sketchbook 
feature and this editorial column, all grouped closely together in the 
tabulation. 


Actually, we must admit that this order could have been predicted 
in advance, but it is gratifying to have our convictions reinforced in 
this way. 


It was in the results of the "What Interests You" side of the 
questionnaire that we were caught off guard. Interest in interior 
displays outdistanced all other desired articles, with 58 per cent of 
the readers desiring additional information on this subject. Display 
design ideas, display lighting ideas, more big city displays, how-to- 
do-it features, point-of-purchase displays, new store design, storewide 
promotions and foreign displays continued the ranking, in that order. 


It was interesting, but rather disturbing, to note that display 
shop operation and display department management articles did not fare 
very well in the results of the interest questionnaire. 


The editorial staff has instigated an intensive search for 
articles that will come the closest to supplying the desires of the 
majority of readers as indicated by this trend. But when it comes to 
shop operation and display department management articles, we reserve the 
right to ignore the majority and will continue to seek out material on 
these subjects, believing that this type information is needed as much 
-- if not more -- than some other articles. 


This past month we have received numerous letters from displaymen 
and store management acknowledging the awards received in the 1959 
International Display Contest. Of all these letters, one from Ted Lees, 
display director of Gilmore's, Oak Park, I1l., seems to sum up the 
primary purpose of the contest and what it is meant to achieve. A portion 
of this letter follows: 


"The DISPLAY WORLD contest and the way it is conducted is doing 
more to raise the status of the displayman in the store than anything 
ever has. 


"When Mr. William Gilmore received (Continued on page 52) 
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.... THE FUSION OF TWO CREATIVE TALENTS 


Edward T. Cranston has just joined our New York 
staff as consultant, windows and intervors. Ed brings 
to us a wealth of creative talent and practical ‘know- 
how’ based on many years’ experience in display. He 
started his career in Philadelphia in 1948, first with 
Strawbridge Clothiers, then Oppenheim Collins, later 
hecoming display director of Bonwit Teller. He re- 
joined Oppenheim Collins in New York City and for 
the past nine years has directed the display of their 
some forty stores. 


His outstanding creative talent has won him many 
important fashion display awards in New York City, and his ability in handling 
all facets of display has been widely recognized. We are proud to introduce Ed 
Cranston as a member of our beau monde staff. His wealth of experience, his fresh 
ideas and his unusual talent and ability in the creation of merchandise presentation 
are now available to our many friends and customers who visit our New York 
showroom, 


p 


Veda, fashion coordinator and mannequin stylist of 
our beau monde division, scarcely needs an introduc- 
tion to anyone in display. Her talented work with 
mannequins has already won the confidence and 
respect of hundreds of important display directors. 
Her fresh approach to wig design and mannequin 
decor has been widely acclaimed. She delights in co- 
ordinating special groups of mannequins for discrim- 
‘inating stores. 


Veda dares to be different. She is not restrained by 

tradition . . . cheerfully welcomes a challenge for veda 

‘‘something different’’ so often tossed to her by fine display men. Her mannequin 
shows in New York and Chicago have become highlights of the N.A.DI. conventions, 
always sparked with something excitingly new. She thoroughly understands manne- 
quins, and her recent brochure ‘‘Veda’s Mannequin World’’ has been im such 
demand that several reprints have been made to fulfill the requests. 


Veda and Ed are already putting their talents together with 

ideas and plans for beau monde mannequins. Look for great 

things to happen! In the meantime, be sure to see beau mondes 
before you buy another group of mannequins. 


Visit our New York Showroom, 11 West 42nd St., 
Suite 1064, Salmon Tower Building. 


beau monde 


Created by BEAU MONDE DIVISION American Fixture Inc. Saint Louis, Missouri 





sparkers /vacations 


Are you one of the many crea- 
tive display designers that has 
discovered versatile, economical 
Upson Display Boards... %.” Easy 
Curve, *%“,_” and ¥,” Upson and °°,’ 
Upson Striated Panels, all in 
conventional sizes...also *¥” for 
interior and exterior use, sizes 
up to 8’ x 20’? We sure hope so! 


THE UPSON COMPANY ¢ 530 UPSON POINT ¢ LOCKPORT, NEW YORK 


Display Board 
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THE SHOW WINDOW 


or... Look-in Glass? 


By ALFRED MAKULEC 


Store Lighting Specialist 
General Electric, Nela Park 
Part One 


General lighting of about 200 footcandles balances most of the 
reflections from passing traffic and competing windows across the street. 


However, the effect is flat, and details of merchandise are not accented. 





Spotlighting alone highlights details, but casts deep shadows. Distracting 
reflections are noticeable in the unlighted background areas, minimizing 


the over-all effectiveness of the display in this large window. 


Together, general and accent lighting overcome reflections, create 

depth and interest. Figures retain form-revealing highlights and 

shadows, and the entire display gains attraction power. Details 
are emphazised. 
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REFLECTIONS 


Davtime reflections pose the biggest tech 
nical barrier to effective window display 
()vercoming these reflections 1s a good begin 
ing in the effort to obtain best display results 

[he plate glass of a show window acts as 
aomirror to about 10 per cent of the light 
that strikes it. This means that the mirror 
images seen in the window have about one 
tenth the brightness of the objects reflected 
(On an average day, the illumination = on 
buildings, pedestrians, and street trafhic may 
be about 5000 ftootcandles. J] heretore, objects 
of 20 per cent reflectance could have a bright 
ness ot 1000 footlamberts, and reflections of 
these objects in the glass would then have a 
brightness ot about 100 tootlamberts. It 1s 
this order ot brightness that must be over- 
come it the window 1s to picture merchandise 
rather than reflect the “passing parade.” 

Windows on the sunny side of the street 
have a somewhat lessened reflection problem 
because the vertical surtaces facing these 
windows are in the shade. However, build 
ing tacade brightnesses surrounding § the 
glass may he so high that the unlighted 
window appears as a dark area in which in 
teriol brightnesses are too low tor the eye 
to see because of its adaption to surround 
ing brightnesses 

Overcoming reflections or brightening dark 
areas 1s largely a matter of producing bright- 
nesses inside the window equal to or greater 
than the brightness of the reflections—100 
lootlamberts in the typical case already as- 
sumed. For an average background reflec- 
tance ot 50 per cent, this suggests over-all 
vertical-surtace illumination of 200 foot 
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The windows shown on the preceding page have two rows of two-lamp 
Power Groove industrial fixtures mounted close to the window wall, and 
tilted to improve the shielding, and to direct more light at the rear wall. 
Fixtures in corner windows are louvered to reduce distracting effects in 
end-wise viewing. Spotlight housings contain 300-watt PAR-56 lamps. 
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NCANOEF SCENT 


‘Srow Window 


LIGHTING 





A typical combination of filament general lighting and spotlighting is 
sketched above. An alternate solution with PAR-38 floods is also sug- 
gested. Usually, windows with filament systems should be ventilated. 
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candles as a “base light” to make it possible 
for shoppers to see inside. Then, as a means 
of focusing attention on the specific (and 
frequently small) areas of merchandise, ac- 
cent lighting of 500 to 200 footcandles is de- 
sirable, depending upon the reflectance ot 
the merchandise and its importance in the 
display. Show-window lighting then, 1s 
based upon a pattern of general lighting plus 
spotlighting. 


GENERAL LIGHTING 


Fluorescent general lighting tor windows 
produces diffuse effects—soft shadows and 
low-brightness reflections from specular sur- 
aces. Spotlighting adds warm highlights, 
sharp shadows, and sparkling reflections that, 
combined with the fluorescent lighting, pro- 
duce brightness patterns and color effects 
similar to those of a sunny day. Compared 
with fluorescent systems, filament general 
lighting requires less ceiling space, produces 
sharp, multiple shadows instead of soft ones, 
and warm color tones instead of cool. 

The Power Groove lamp, with its high 
light output, permits the concentration of 
fluorescent lighting equipment near the front 
of the window. This leaves overhead space 
at the rear tor hanging props and _ back- 
ground material, and it puts more light on 
the front surtaces of displays, making them 
more visible. 

Fluorescent general lighting generates less 
heat and consumes less energy than filament 
lighting—an important factor in estimating 
operating costs and ventilating requirements. 
In a typical show window, fluorescent gen- 
eral lighting requires about 120 watts per 
running foot, versus 250 or 300 watts per 
foot for filament lighting that produces equal 
illumination. 

Mirrored-glass and _ prismatic reflector 
units are available in various designs for 
window proportions ranging from shallow to 
very deep. They require regular cleaning 
and more frequent relamping than is needed 
with reflectorized lamps; however, if they 


[Please turn to page 62] 
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A luminous wall reduces window depth by about ten inches, but provides 
background brightnesses that are effective when windows face the street, 
or that add appeal to recessed entrances. Display material can be 
fastened to the dividers. Sketch shows construction details. 
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The sketch at left shows how modular 
luminous panels can be constructed, 
and suggests some of the many ar- 
rangements that can be used in show 


40O-W LAMPS /2"0C windows and in featured displays inside 


the store. 
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Lummtmous GOoxes 


The luminous panel inside the store is frequently used in con- 
junction with spotlights to emphasize translucent and transparent 
merchandise. In open-front stores, this kind of display lighting 
helps to perform the same function as the luminous background 


for show windows. 





























On and Off Fifth Avenue .. . 
Chicken Wire and Donald Brooks 


By RAY MASSEY 
(Photos courtesy Virginia Roehl Studios) Henri Bendel (below) 


Laurence Bartscher 
F YOU think chicken wire is strictly for the chickens, Phe fahrice used for “Rendel’s migratory fashions in hone and black” 
take a long look at the illusions it produced in Berg- oyster-white silk-linen creations in the $60-$80 price range—re-appeared 
dorf's and Bonwit's windows under the touch of a pair on ardboard discs held by, and suspended around, the quintet of Donald 
of freeform fresloncers, Virginia Spiker and Jeanne PTovks admirers seen here. Copy was in script on a disc on the flo 
Owens. Fashion designer Donald Brooks, dubbed ‘my tee eked satel technique to bone up pond Vili . 
beau ideal of the moment” by The New Yorker's Lois 
Long, has been receiving the best of display treatment 
at Bendel and L & T. Congratulations to the local 
talent's best-in-years performance in the 1959 Inter- 
national Display Contest. Although winning a display 
competition doesn't have an automatic ergo relation 
to sales, we can't imagine a management man’s fail- 
ing to be more receptive to his display department's 
requests when its work has been singled out in this 
manner. Submitting photographs, | might add, is a 
necessary, and hardly bothersome, prerequisite for 
competing. 





Bergdorf Goodman (left) 


Tom Lee 








“Tom Lee and Jack Quinn, Bergdorts display manager, were down 
on the floor working with chicken wire, and Tom said, ‘Why don't you 
have a try at it?’—so | did.” Harvey Berin couldn't have asked for 
better support for his tashions than that turnished by writer-turned 
artist Virginia Spiker’s “sort of fantasies on Caribbean people’’—recol 
lections ot banana, fish and calypso men seen on a recent visit to the 
West Indies The clothes on the cock fighter pictured here were 1n 
various shades of blue and purple crepe, tissue and wrapping paper, 
with a gold, brocade-like Christmas paper used tor his coat and gold 
fringed tin foil or the feathers of the cock he’s holding. Miss Spiker’'s 
water-color collages have also been exhibited in Manhattan windows 


Bonwit Teller (right) 
Gene Moore 

“We'd decided to use papier-mache masks from India to 
show a collection of international, rather Indian-flavored 
swim suits.” Assistant Display Director Dan Arje recalled 
“We needed bodies for the masks, so we called in Jeanne 
Owens to make them for us out of chicken wire. She's the 
sculptor-painter who's been doing our Christmas props for the 
past seven years—remember the knights and snow figures 
this Christmas?” (Sure do: A colloid fabric-treated snow 
man appeared in the last issue.) For the hands and feet ot 
the chicken-wire figures, Miss Owens used thin black wire, 
“wrapped around and around and around,” as she put it 
The trousers were of pink, purple, mauve and red tissue 
paper, set off by Chinese rice paper and Christmas beads 





Lord & Taylor (left) 
Paul Vogler 


“Yes, Donald Brooks has discovered the way to the tabu 
lous coral islands’ —and Paul Vogler has discovered just the 
way to transport the shopper's imagination there. The 
jumbo-size tropical snakes, trees and leaves (including the 
leaves that framed the windows) were cut out of various 
shades ot coral and beige telt, then glued on quarter-inch 
opening scrim. Skirts were billowed by electric tans. And 
we agree with Lois Long on Mr. Brooks’ creations: “His 
jacket dresses of Irish linen are really something. A dress, 
say, 1s in coral pink, with a sheath look despite the slightly 
gathered skirt.” 


Stern's (right) 
David Dunay 


“White sales have almost always been stereotyped outside 
of New York,” artist-designer Mojmir Wolf reflected. “We 
wanted to do something different, something amusing, if 
you will—something as good in its own way as the things 
Lord & Taylor does with white sales.” To haunt passersby 
with “Prices You Can't Say Boo To!” (a Dunay copy idea), 
“More linens, sheets and towels than you can shake a stick 
at” were draped on children’s-wear mannequins, topped with 
slaphappy headgear, and set off by a poster-paint-on-seam- 
less-paper mural by Mr. Wolf after the best manner of Chas. 
Addams. In another window, a magic-carpeted, Arabian- 
Nightfully attired mannequin exclaimed: “And there I was 
... 10,00 feet over Baghdad—and 1001 tablecloths!" 


|, Miller (below) 
Sidney Schneer 


When Sid Shneer goes fiishing for customers, he has a knack tor produe.ng 
the kind of net results that management likes to dig into. To display “1. Miller s 
(atch of the Season,” twine-and-bamboo crab nets imported trom the Orient 
were used to make passersby “look a little harder’—an approach which reflects 
Mr. Schneer’s conviction that subtlety, if properly employed, is one of the prin 
cipal ingredients in concocting a display. For those who feel that a shoe is a 
shoe, and must always be shown in a conventional manner, note the upside-down 
touch employed by Mr. Suspension in the center foreground. 
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By RODERICK McKENZIE 


HkSk are the days, as a leading magazine defines it, of 
“togetherness.” The time of shared activities shared 
by every member of the family. 

The same thing applies to the family of departments that 
comprises your store. And like Tom Sawyer’s fence whitewash- 
ing project, the best way to avoid a life of splendid isolation for 
your display department is to get everyone in your store into 
the display planning and building act. 

The idea of having other store departments and personnel 
become afhliates of the display department may seem, at first 
thought, to be both a time and effort consuming waste. After 
all, what is a cashier supposed to know about arranging a 
window?’ And why should you be expected to take the time to 
teach anyone from another part of the store the intricates of 
fixtures and backgrounds. composition and color harmony, all 
the other tricks of your trade? 

Well. there are some good reasons for getting everyone into 
the display planning and building act. 

lt doesnt have to be on a regular. continuing basis... but 
this participation program should be a reasonably frequent event. 
\nd the chances are good that if it is handled right, it will grow 
in importance and value to your store. 

The first good reason is that the participation idea will get 
other store personnel thinking about displays as an important 
part of the business. That in itself will be a definite step forward. 
How often has anyone from “another part of the forest” asked 
you about the whys and wherefores of displays per se? 

lf you get people thinking about displays . . . and looking at 
windows and islands and platforms and back counters through 
something like your own point of view, youll eventually get 


them interested in the practical, commercial aspects of this whole 
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display world in which you live and work. The folks in men’s 
wear. for instance, will start looking at their merchandise in 
terms of its displayability and will begin to see the value and 
benefits of the displays you've been building for them. 
Secondly, you'll wind up getting some practical as well as 
fresh-approach help in display planning. At first you'll receive a 
good percentage of half-baked and impractical suggestions, but 
as the nature of display and some of its limitations and its op- 
portunities are realized by these new “helpers” of yours, they 
will come up with new and interesting ideas. After all. a dis- 
playman may not know all the things about shoes that a shoe 
department man does, as an example. Each kind of merchandise 
has its own characteristics and its own best methods of presenta- 


tion: and it is just possible that you may have missed the bus 


Into the Act 


from time to time on the best ways of presenting some merchan- 
dise lines when you put them in the windows. 

Thirdly, when other departments have shared, even if only on 
a small scale, the planning and building of displays for their 
merchandise, they will certainly be far more receptive to a 
sound display program. And they will also have a far more 
realistic understanding of the problems of the display depart- 
ment in toto. For the very act of inviting participation in the 
display program—-from the initial planning of a specific window 
to the follow-through of designing it. building it. scheduling the 
merchandise into it—will accomplish much the same effect as 
Tom Sawyer accomplished when he made whitewashing a fence 
the most interesting event in town. 

Now just how do you go about this process of getting every- 
one into the act? 

Step one, of course, is to get management interested in and 
approval of the whole idea. When you expose the idea to man- 
agement, stress the benefits of this kind of participation to the 
store's public relations, employee relations and general business 
climate. After all, this “togetherness in action” can be of real 
value in all those areas. 

Next, sit down and work out the best method of getting per- 
sonnel into the display business, bearing in mind such factors as 
store size, merchandise lines, available exterior and interior 
display areas available. 

And then invite participation in the display planning pro- 
gram with a clear and precise explanation of just what kind of 
help and ideas you are interested in. 

It may be that at first you'll want to test the whole idea with 
one merchandise department. If your store is big enough to 
require it, outline your proposal with a mimeographed invitation 
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and description sent to all department or store personnel you 
plan to reach and include. If your store is small enough to 
“shoot the works” right from the outset, schedule a meeting for 
all personnel at which you will explain the purpose and the 
boundaries of this whole participation idea. 

In any event, be sure to spell out very clearly exactly what 
kind and degree of display planning activity you are inviting. 
If you don't do this, you will either find a total apathy to the 
whole scheme . . . or you'll find three or four people wandering 
around in every window in the store in a state of comparative 
chaos. 

The open meeting in the store usually proves to be the best 
way to explain anything as new and strange as this. whether 
to a department or to the entire store personnel. For you can 
use a blackboard to chart as well as state the requirements. You 
can provide data on display areas. fixtures, backgrounds, and 
even the more basic techniques of good display . . . in the event 
that you plan to have store personnel get right down to cases 
and do the actual display building as well as the basic planning. 

Undoubtedly the surest way to stimulate real interest in this 
whole idea would be a prize contest, with merchandise or money 
prizes awarded by management with your department as the 
judge for the most attractive and effective displays planned 
and/or built during a given contest period, by individuals or 
groups of individuals. 

Note the word effective ". 
pull. A contest for good displays can provide you with some 
interesting information about the relative sales and traffic value 
of the different exterior and interior locations, in the event you 


in terms of store trathe and sales 


haven't charted them from your own experience already. (It 
may be that the little, narrow side window by that. revolving 
door is a lot better display area than you think.) 

What is more, a contest for good displays, on a department- 
wide or store-wide basis. will point out very dramatically the 
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sales-building importance of the whole display program to the 
store at large. 

Don’t forget the public relations aspect of such a contest. Mr. 
and Mrs. Customer are more interested than you might suspect 
in activities of this sort: for in the last analysis a store is com- 
posed of people, and they have friends and kinfolk, who in turn 
have friends and kinfolk . .. and you'll be surprised at the 
number of people who ll walk quite a few blocks to “see the 
window that Tillie Glotz in accounting designed all by herself.” 

Your store’s public relations man can make a display contest 
pay off in heightened employee morale and interest, as well as 
using it to characterize your store to the general public in a 
very favorable and progressive light. Get the advertising boys 
thinking about the contest, too: there’s room for a box inviting 
people to see the contest entries in at least some of the store’s ads. 

And if you find the contest idea a practical one, try it again 
with the general public as the judges, via a mimeographed 
ballot available at the information booth or other central lo- 
cation. 

One word of caution: don't attempt too much or expect too 
much in your first “participation project.” This kind of together- 
ness is certainly new to most store families, and therefore some- 
thing that many will approach with hesitation until they dis- 
cover that it is interesting and valuable to their own departments, 
as well as yours. 

After that comprehension dawns, your problem may turn out 
to be one of keeping people out of the act at times . 
than getting them into it! 


rather 











Tie-Ins Typical 
Of Chicago 


By RICHARD DAY 


HE all-important tie-in between setting and merchandise 
was the chief common element in Chicago display that 
ranged from white sales to spring fashion promotions and 
travel wear to bridal outfits. In their settings Goldblatt's used 
telephones; Carson's, stained glass window designs; Saks, auto- 
mobiles; Mandel's, columns; Lytton's, wood frames; and Field's, 


babies. 


lf there is one thing of prime importance to be learned 
from the nation's top displaymen, it is to have a tie-in. The 
tie-in may be used very subtly, as in Lytton's display pictured, 
or very obviously, as in Saks’ display, but a tie-in is usually 
present in every good display. Chicago had lots of them this 
month. 


Marshall Field (above) 
Virginia Paxson and Staff 

leep like a baby” was the implication of a highly successtul 
pillow promotion, Entitled, “Here's how to make dreams happy, 
it contained baby mannequins sound asleep on fluffy pillows to 
put across the idea. The babies were diapered in blue and whit 
pillow ticking. Closed eyes were made out of putty painted flesh 
color and placed in the mannequins’ eye sockets. Two stiffened 
pillows were made up and were hung from pale blue ribbons like 
swings. A large cutting of pillow ticking material was draped 
from the back wall at cente! 


Henry C. Lytton (right) 
G. C. Bowen 

“(utlooks” was the tie-in in this series enti- 
tled. “1960 Fashion Outlooks.” The clothes were 
designed to be good now and all spring. The 
setting, for its “outlooks,” used circular wooden 


frames in various sizes. One was at the left, a 
pair was at the right and in the center was a 
design made by fastening a dozen circles to 
gether \ll hung trom the ceiling by ribbons 
fastened just in front of the wall. Two circles 
were painted white while all the rest were na- 
tural lhe circles could have been portholes in 
an ocean liner, windows in a building or frames 
lor pictures, as the shopper wished to imagine 
them. Window Display Manager Bob Busse put 
enough ot them in the display to provide plenty 
of “outlooks.” 


William Y. Gilmore (left) 
Ted Lees 

Cashmere coats were the subject of a corner 
window promotion in which three welded wire 
frames more than six feet tall enclosed bushy 
plantings. These were made of several different 
plants including lilies-of-the-valley and peonies. 
They were lighted to stand out. Four mannequins 
displayed the coats in various styles and colors. 
Two French poodles appeared to be scampering 
about the setting. Mr. Lees’ sign announced the 
January sale of “Our Finest Cashmere Coats.” 
The mannequins were completely outfitted with 
hats, gloves, earrings and purses. One even had 
an umbrella, suggesting the coat’s use as a spring 
fashion. 





Mandel Brothers (above) 
Car! James 


Sun time fashions were the subject of Mr. James’ display 
Setting and fashions were neatly tied-in by calling it ‘“Roamin’ 
Holiday Time.” The sign went on, “Destination: all points undet 
sun in white-washed brilliance.” The setting used cutout columns 
and circular arches, all in white, to suggest Roman architecture. 
\ bust on a pedestal between front and back rows of columns was 
fitted with straw hat, lei and sun glasses to put “Roman” and 
“sun” together unmistakably. Potted palms completed the setting 


Three mannequins in each window wore different versions of 


Goldblatt Brothers (above) 
Jack Boghosse 

“My Dear... Have You Heard” was the telephone tie-in title 
of this sportswear display. The phones—new and old, familiar and 
foreign—were installed on vertical 1- by 12-inch fir planks stained 
to match colors in the clothes. Each of the mannequins, one re- 
clining on a plank table, was holding a handset. Another plank, 
echoing the lines of the table at right, was placed along the window 
front. A neatly edged rectangle of crushed stone confined the 
visual effect of the, display to the merchandise, even thought there 


was a large margin around the actual display. The sign was cen 


Mandel’s merchandis« tered in each digplay of the series 


It gave the title and went on, 
“Everything, but everything, is cotton plaid for Spring.” 


Carson Pirie Scott (left) 
Clement Bradley 


“It's A Bride's World at Carson's.’ Window Display 
Manager Dick Minto entitled a series of six displays 
that were simple, yet most appealing. Each window con 
tained a bride mannequin dressed in a luxurious $200 
$300 bridal outfit and carrying a bouquet. Hanging from 
the ceiling to the right of the mannequin was a five-foot 
diameter, seven-pointed star design. The center of each 
design was cut out and filled in with colored tissue to 
look like a multi-colored church window lighted from 
behind. The tasteful color combinations varied from 
window to window. Long, slender off-white signs were 
lettered in the predominant color of the designs. 
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Saks Fifth Avenue (right) 
Joe Kreis 


New automobiles provided the tie-in for a series of three “Imperial Collec- 
tion” displays. Mr. Kreis placed miniatures of the cars, Chrysler Imperials, 
on the floor around the mannequins’ feet. Behind the mannequins, large 
photo-murals of Chrysler assembly plant scenes hung on the back walls. 
“America’s Most Carefully Built Car,” a sign on each mural claimed, its im- 
plication carrying over into the designer fashions on display. In the window 
illustrated the two mannequins held scale model Imperials. The sign was 
neatly tucked under a magazine opened to the story of how these designs were 
based upon the styling of their 1960 automotive namesakes. The sign read, 
“The Imperial Collection by Nina Ricci, Inspired by the ’60 Imperial by 
Chrysler.” 





DISPLAY SKETCHBOOK 
f FATHER’S DAY 


AND se 


MOTHER'S DAY 2 Qs 


wee Set up lights on various items in window. Time to 
AS, 
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go off and on individually at alternating times. 


, , 
Man mannequin, crown Eye-catchers. Eyes will follow as each lights up. 


on head. Wife, chil- 
dren treating him as 
king. Special gifts in 
their hands. Window 
effectively puts father 
in special light. , 


Window blanked out. Openings heart 
shape. Label openings like: 5’2” for 


height. One in window top is labeled 
‘for extra tall bosketball players.” 1. 


I 
oe 
y 


Mother on throne, crown on head, dressed in queen 
robes. Family standing by bearing gifts. Gifts about 
window floor ... show ‘men’ what to buy for mother. 


pl 


Target made in shape of heart. Theme ‘go 
straight to his heart’ with these gifts, 
etc. Spot hearts in window and in store. 


Old fashioned (bus- 

tle-type) dress and 

hairdo on manne- 

quin. At center of 

window (in-store, if 

you wish, on island). 

“Times have 

changed . . . but 

mothers haven't’... 

as possible theme. 

Use other old fash- 

; ioned items, with 

“Mothers Day” spelled on win- modern items next 
dows. Use flowers attached to to them. 

glass. Other messages adaptable Large gift box. 

in this manner. Effective stopper. Top torn open 


Father mannequin on hands and knees, child riding 
on back. Other child mannequins in action. 
Father's day gifts (just opened) scattered about 
floor. ‘Gifts from the family" as theme. 


with man man- 
nequin bursting 
from inside. 
Suits, wearing 
opparel theme. 





Women mannequins 
lined ot all walls. 
Stort at left with 
lowest priced gar- 
ment. Progress all 
ground window with 
garments graduating Giant blocks 
to highest price at spell father in 
right. Card tells window. Tiny blocks copy same 
“gifts for mother at ond placed by each item dis- 
any price.” played. Perch some atop gift items. 

















GIANT WATCH, man mannequin perched on dial. Jewelry, watch items in window. Effective stopper. Put man MANNEQUN IN BED reading morning newspaper and 
breakfast on tray—'king for a day’ theme. Scatter lounge wear, pajamas, etc. in window. LARGE RING with woman mannequin lying thru center in lounge wear. Show 
miscellaneous articles in window—perfumes, clothing, etc. ANGLE seamless paper as shown. Pop heads of mannequins thru paper. Hats on heads point up millinery window. 


Women mannequins loaded with neck- 
laces, bracelets, earrings, etc. The 
overload on figure will call attention. 





Long, wide scroll of seamless paper. Paint 
iter suggestions on scroll. Display gifts 
about window as mentioned on scroll. 


Panels in window ... models breaking 
through. New suits. Show other items 


in window as shown. Strong effect. 





wie 


Make 6-arm mannequins. Display gloves 
on hands. Perch gloves on hands or rods 
from floor for strange, eye-catching 


effect. Makes good display . . . try it. 


Father sitting on top of world. 
Old theme but still good. Also 
can use N. S. E. W markers on 
items displayed. 
can be placed 


Pieces of map 
about window. 


Center open picture frame at 
window back. Display manne- 
quin in opening. Use to show 
new suits, ties, shirts, etc. One 
in each window is effective. 








Put wire inside neck- 
ties to spell words 
as shown. Can also 
be used with socks, belts, etc. 
Good method to show merchan- 
dise. Also can be suspended. 


we 
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Seated -mannéquin. 
floor. "Record breaking mother's day sale’. 
ords ... or put gift items on each record for effective display. 


ep (i SS 
Myf 


Record in hand, records scattered on 
Use to sell rec- 
































Tall ladder, man perched at top. Display gifts 
on rungs. “Up in the air’ —as to what to buy 
for father?—Possible theme. Also can use 
several short ladders added for large window. 
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Ingenious Wall Treatment 
Adjunct To Display 


By CLAIRE BROWN 


Each department received individual treat- 

ment in color and choice of materials — 

yet each contributes to unity of the entire 

store as the focal point of Glendale Shop- 
ping Center, Indianapolis. 


\LLS in the various departments 01 
the Wm. H. Block stor 
Indianapolis, are 


in Glendale 
Shi pping enter, 


o designed by Raymond Loewy Corporation, 
part ot the 
decol and 


that 


t hie mrerioy ce SiVvtiers, as to he 
Wall treatment, 


pel rect 


display overall 


display blend into a whole, so 


a i partner, or adjunct, of the 
building is designed on 
Pereira & 
wall construction is ot white brick and 
brick 
used in line 


air exterior of} t hie 


varying levels by Luckman. Lhe 
Outre 
vertical lines of indented 
ork. Heavy black 
vith support columns for an overhang which 
In addition, thers 
are projections built out between the support 
level to 


irom 


tile with 
Striping is 


protects the walk below it 


columiis on the lower! protect Cus 


tomers as they alight cars or buses. 


store are on two levels. 


combination oft 


Kntrances tor the 
Pile work tm an interesting 


yrey, black and white leads trom the lowet! 


to the upper 
which is back lighted by night, consists of 
raised metal block letters 


level entrances 


attractive example of the 
mating of treatment and display is 
found in the women’s shoe department. This 
department which is located on the mall 


\n especially 
wall 
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The store name, 


level has one glass wall tacing the mall 


Lhat 
\ dis 
play shadow box ts set into the corner angle 
\ scroll design 
box \ lowered 


glass wall is tramed by a metal vine. 


ol two walls painted aqua 
ot vines trames the shadow 
ceiling in tront of the glass wall is also done 
in aqua. [The adjacent walls are of bleached 
wood with a pattern formed by rows of pro 
pegs. A 
into the wood wall, and more featured shoes 
are displayed in it. The shadow 


jecting smaller shadow box is set 
boxes have 
indirect lighting, and overhead are examples 
of the combination flush fluorescent fixtures 
in squarish design and small round spots of 
incandescent light used throughout the store 

A decorative chandelier hangs toward the 
front of the department. Almest beneath it, 
an interesting display table backed 
against a wood divider panel. The table has 
two tiers of shoe displays. A small, round 
display table toward one side of the depart- 
ment has more teatured items arranged on 
it. Chair coverings repeat the aqua tone of 
the walls. 


stands 


The floor of this, as well as of many other 
departments, is carpeted in a striated pattern. 
A corner shadow box is set into the wal] 
of the children’s shoe shop, also. Designed 
around the shadow box in the green wall are 


a banner with the shop sign, clever monkeys 


The 
painted in green to match the walls and, for 
contrast, the uphol 
stered in bright yellow plastic. A wood dis 
play rack divider trom the 
It is set at the end of a row of chairs, 


and truit bearing trees chairs are 


stools are 


salesinen’s 


aisle 
par- 


SeTves as 


tially concealing them 

The men’s shoe department has a shadow 
into the planked back 
\bove it is a painted decor. A bur- 
nished bronze trim frames both the panel and 
the shadow box. Shoes are displayed in the 
shadow box, as well as on a display table 
with brushed brass legs that stands in the 
center of the floor. 

The have used white 
frames and glass tops for cases in the men’s 
clothing department to give a fresh and 
different note. These low center cases house 
suits. The cases end in a display corner 
where a mannequin wearing a featured cos- 
tume is posed. The low platform of the dis- 
play corner is backed by wood planking, and 
a potted green plant completes the display. 

The upper wall of this department has 
broad white and light brown stripes. Upper 
wall and the wall cases below are lighted 
trom behind a red-painted soffit. The shop 


box tor display set 
wall. 


designers wood 
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sign in rust and white is flanked by 


lamps. From the ceiling 
hang chandeliers of black finished metal. 


two 
antique carriage 

Floor fixtures of white metal, white wood, 
and glass have pull-out shelves. The ends 
ot the fixtures are wood panels with chevron 
designs in beige and white. 

A white brick corner tramed by end walls 
ot polished wood highlights the Prep Boys’ 
section. The wall cabinet has two tiers of 
clothing, one above the other, and the tall 
lighted from behind a lime green 
soffit. Walnut chairs for the department have 
lime green seats. A floor fixture with pull 
out drawers combines white with natural 
wood. It is topped by glass. 

The women’s millinery department has an 
interesting wall treatment of molding 
trimmed panels alternating with mirror 
panels. The mirror panels are a combination 
of antique and modern and are lighted from 
the sides. Chairs and fitting tables face the 
mirrored panels, while between them are 
built-in drawers of table height. Plastic 
laminate is used for the tops of the drawers 
and the fitting tables. Displays are ar- 
ranged on top of the drawer sections with 
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Fifth avenue, New York City, publishers of window and interior display reporting 


the molding-trimmed panels as background. 
A floor-to-ceiling displayer separates the 
sportswear department from the aisle. This 
displayer is a wooden structure painted in 
white and turquoise combined with natural 
wood planking. There are two low plat 
forms, each large enough for a single manne 
quin to be posed on it, that project near the 
base of the displayer. 
is illustrated wth this article, 1s 
to be flexible, in that decor or 
be tastened to it for 


seasonal trim. 


The sturcture, which 

designed 
ornaments 
may added interest or 

In addition to this large displayer, plat- 
forms are placed at the ends of floor cases 
in the sportswear department. Other manne- 
quins wearing featured costumes are posed 
on them. The floor cases are of white metal, 
with natural and white wood, plastic lam- 
inate and glass. The ends that serve as back- 
ground for the displays are of natural wood 
and white plastic laminate. The upper wall 
of the department has a white 
painted structure in front of it that carries 
weather and zodiac signs. 

The aisle is floored in composition, while 
the department itself is carpeted in striated 


crisscross 


services— 


broadloom Decorative chandeliers in this 


department have striped 
lampshades. 


The 
upper! 


green and white 


blouse and 
wall ina 


section has an 
ree 
form, planked panels are striped with painted 
ribbons and ribbon bows that appear to have 
a third dimension and seem real. 


sweatel 


tool-the-eye design. 


The color 
scheme is predominately pink and white, with 
the light soffit in a deeper pink tone. Coun- 
ters and open-back shelves are adjustable, 
with dividers for keeping the stock in order 
Featured 
counter. 

In the and bras department, the 
wall above the light soffit is painted a pale 
green. 


items are displayed on top the 


corsets 


An interesting design done in white 
painted metal stands out slightly from and 
casts shadow patterns upon the upper wall 
behind it. Low afford display 
space between them and the soffit, thus turn 
ing the entire wall into background for fea 
tured displays arranged on top of the back 
Cases. 


white 


backcases 


Floor cases are of natural wood and 
metal, with plastic Jaminate tops. The 
cases are designed for self-selection. Mer- 
[Please turn to page 54] 
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The Display Executive ... 


Everything in Its Place 


By MYRTLE STEWART 


“Every dollar saved is a dollar added to the display budget," says Wood- 
ward & Lothrop's George Payne . . . Careful storage and clear visibility 
of area save delicate props and save time of displaymen . . . Hints and 


rT WOULD be difficult to tind, anywhers 
perfect-on-purpose 
display de 
Lothrop in 


mm the world, a more 

prop domain than that otf the 
partment at Woodward and 
Washington, ID. ¢ 
it the 


acterized by order, light, logic and ingenuity 


Its recent remodeling has 


mad ultimate in efficiency. It 1s char 


The floor plan, shown here, reveals the prac 
ticality of the layout of this ideal shop 

[he passenger elevator door opens directly 
upon the secretary's ofthce which 1s done in 


modern decor, as are the adjoining 


offices of Display Managet 
his assistant, Robert Grifthth, and other dis 


SOTLINM 


private 
(,eorge 


play pet 

The receiving area is adjacent to the dis 
play offices and is serviced by a freight ele- 
vator As this 
materials destined tor branch stores identity 


mentioned earlier in 


themselves instantly with distinctive self-ad 


dre ssed lable ls 


Note the adequacy ot walk-ways, prevent 


ing accidents to both personnel and props 


lhe planned correlation between work areas 


] 


and the relative allotment of space to cate 


ories Of props assure the smooth function 
ot display behind the scenes 

displayman’s dream-come-true is seen 

system of bins and bays built around 

the inside perimeter of the prop area, having 


look-through wire-mesh built into the bins 


as dividers and backings 
lhat old 


} 
Wail nK. 


occupational hazard ot display 


(Out of sight, Out of mind,” is neu 


Payne, 


series, 


tricks for prop care and use listed 


hirst. there 1s clear 


visibility of the props throughout the 


tralized here because 
area, 
and second, props are catalogued and inven 
toried 
Many 
by bay markers projecting overhead into the 
walk-ways pinpointing the locations of props 
for the five spring, 
tumn, winter, and Christmas! 


valuable trimmer-hours are saved 


seasons summer, au- 
besides other 
holidays and bridal, anniversary, Mother's 
Day, Valentine, etc. 
that are 
too expensive to discard and which will be 
used again are kept in labeled cartons on 
bin shelves. On the front of each carton 
there is fastened a sample of the contents. 
Many unwieldy props which do not stack 
easily are placed in bays and on the counter 
space provided by the tops of the bins. 


lhose thousands of small props 


As in television, when props are not in use, 
many of them are hoisted into the “flying 
Krom the ceiling hang glittering 
chandeliers, a red and gold sleigh, a house 
front, a garden gate and ornamental 


gallery.” 


fence 
sections, etc. 

When all the ceiling space has been put 
to use, partial ceilings are built below it for 
oddly-shaped 
Krom the edges of these supplemental ceil 
like Jap- 
anese lanterns, opened seasonal awnings, etc. 

In addition, long skeleton racks are built 


holding special ot objects 


ings hangs things Canary cages, 


to accommodate items like rolls of concourse 


carpet, seasonal seamless paper, a pair of 


actual steer horns measuring seven feet from 
tip to tip, and other lengthy units that will 
not stand alone. In fact, wherever there 1s 
space, tiers of shelves can be installed to 
provide more storage room. 

Incidentally, in this props area there are 
long ladders within quick reach. 

A basic rule here is “A place for every- 
thing, and everything in its place.” On this 
basis there is a minimum of confusion and 
a maximum of guaranteed success. Monitor- 
ing this complex operation, Mr. Payne re- 
members what there is and where it 1s over 
the years. He adapts, re-adapts, combines, 
disguises or refurbishes existing props in 
such infinite variety that the potenttal re- 
sources of the display department are many 
times the apparent materials in stock. 

The mannequin room at Woodward and 
Lothrop is lined with shelves which contain 
cartons for storage of wigs, extra torsos, 
heads, hands, arms, etc. On the open shelves 
are also stored plastic and wire forms and 
figures for display of men’s wear, millinery 
heads, hat forms, wire faces and other dis- 
forms. Here also are stored special 
corresponding with and representing 
every period in women’s clothing from the 
year 1880 when the store was founded to the 
present in ten-year periods. 

This store does not use men mannequins 
Of the more than 250 others, about ten per 
cent are children of all sizes. About 52 are 
in use at one time in the main store alone. 


play 
wigs 


—Prop storage area of Woodward & Lothrop display department characterized by look-through wire-mesh built into the bins as dividers and back- 
. Aisles are wide, preventing accidents to personnel and fragile props and mannequins— 
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All the mannequins are used in rotation or 
put on vacation in such a way that the same 
lookers are not likely to see the same manne- 
quins frequently enough to “spot” them. 

Mannequins are stored in a standing posi- 
tion on narrow platorms which are divided 
in the center lengthwise by a padded railing 
to which the figures are lashed for security, 
three in a row on each side. Hanging around 
the neck of mannequin is a canvas 
draw-string tote bag containing the hands 
and arms, for protection and for conservation 
This method has proven better 
than storing the mannequins horizontally in 
boxes. 

Some of the mannequin platforms are on 
dolly wheels for undisturbed, trans- 
portation of the figures from place to place 
or from building to building. On the front 
of these rolling platforms there are tiers of 
wire baskets to hold pertinent fixtures and 
gadgets, and extra arms, hands or wigs, as 
necessary. 

While mannequins are fresh and new, they 
are used with their new wigs in formal set- 
tings where hats are not used, because high 
style wigs will not take a hat. Hair styles 


each 


of space. 


sate 


for the mannequins’ wigs are caretully se- 
lected from the fashion magazines. 
When hair fashions change, designs for new 
wigs are carefully worked out with the wig 
makers so that only the best of the current 
styles are used. 

When it is necessary tor a mannequin to 
wear a hat, the high style wig is usually 
too large and bulky, so that the wig must be 
shaped to accommodate the hat. 

Mannequins are refinished about once a 


best 


year. 

Kconomy in the use of materials and props 
is important. Mr. Payne stresses the fact 
that every dollar saved is a dollar added to 
the display budget. He says “Besides the 
care that we exercise in taking down dis- 
plays, items for repeat-use are stored care- 
fully. Everything that could conceivably be 
used again is saved and later renovated for 
future use.” 

An example of this is the elevator doors 
with iron grill salvaged during store re- 
modelings. The have been used in- 
numerable times, sprayed with different 
or gold, and in different settings. 

[Please turn to page 55] 


doors 


colors 


—Layout of display department of Woodward & Lothrop is visual evidence that "A place for every- 
thing and everything in its place’ is practiced not only in prop storage areas but in location of 
offices, sign shop and other phases of the operation— 
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SPRING DISPLAYS 
BLOOM BRIGHTEST 
ON GREEN 


GRASS 
MATTING 


Sales blossom, too, when you use 


this richly 


textured grass matting as 


a background for merchandise — 


from flowers to fashions, from gifts 


to garden supplies. 


Available in any size, in gold, beige 


and burnt sienna as well as green. 


Mail coupon below for free booklet 
showing over 70 uses 


Display 
Division 


EATON BROS. CORP., Display Div. 
Hamburg, N. Y. 


Please send me FREE copy of your 
EATON Velvety Grass Idea Stimulator. 


Name 
Title 
Firm 


Address 
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Designed to SELL 


By JIM 


HILE “YOUR COL- 


the February 


reading the 
UMN” feature in 
issue [I noticed with 
interest the paragraph by William F. La 
Verne, display director of The Bon Marche, 
Spokane, Wash., relative to the pros and 
cons of open back windows 

In my humble opinion, open backs make it 
possible to present the entire attractive store 
interior to the public passing by on the side- 
walk. The facts and figures contained in the 
“Editor’s Comment” in the same February 
issue, quoting the number of unplanned pur- 
chases obtained from variety store window 
trims at a low three give us all 
food for thought. 

This is probably why Sears, Roebuck and 
many other big chains are concentrating 
more and more on effective interior depart- 
mental displays. 

Open back windows do not mean that 
attractive seasonal trims cannot be dis- 
played in them and the designs featured on 
this page were all created to this 
point. 

The trim can be concentrated in the center 
of the open backed window so that maximum 
vision will be secured into the store interio:. 

(a) A large panel can be installed in an 
open back window to tell the merchandise 
and seasonal story: in this case, the advent 
of summer. It can be constructed to be free 
Standing as indicated, and one or two smart 
mannequins can also be used, one at each 
side of the decorative panel. 

Any eye catching suitable art work may be 
featured on the panel and it can be flood 
lighted for additional eye appeal. 

The modern design shown demonstrates 
that complicated and expensive art work is 
not necessary; in this case, if you look close 
you will be able to pick out the old Brooklyn 
bridge and, of course, the colorful flowers 
or leaves tell the approach-of-summer story. 

A suitable mannequin installed, 
dressed in the latest summer fashion and 
once again a maximum vision into the store 
will result. 


per cent 


prove 


can be 


(b) This sketch shows how the open back 
window base can be closed in with a modern 
design wrought iron rail to prevent children 
from stepping up to meddle with the trim 
from the inside of the store. 

The tree designed to tell the “Suddenly it 
is spring or summer” story can easily be 
built out of lengths of pine board painted in 
soft pastel colors; note how 
of flowers are used. 


colorful buds 

A metal open grille displayer can be sus- 
pended from the ceiling so that some fashion 
accessories can be displayed on it to tie in 
with the dress on the mannequin. 

Certainly this type of open back window 
display is just as attractive as one installed 
in a window with backs and, once again, it 
opens up the store interior to 
from the sidewalk. 

(c) In the same 


COLUMN” in the 


inspection 


aforementioned 
February 


“YOUR 


issue [ also 
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considerable 


KILEY 


read a request from Miss Masako Nanba, a 
designer of shop displays in Japan, for ideas 
relative to the window display of furniture. 
This drawing was designed for the dual 
purpose of featuring a furniture display and 
to also show another idea for an open back 
window. 

in this case, two expansion poles are used 
to support a large picture frame in which a 
picture and matching drapes can be displayed 
along with suitable pieces of furniture on the 
Build the base out of a sheet of 
54-inch plyscore and cover it with carpet. 
Note, how we again suggest the inner edge 
of the window display base be closed with a 
rail. 

(d) Another eye-catching open back win- 
dow center piece that can easily be built out 
of a few pieces of scrap plywood supported 
on lengths of round wood stock or metal rod 
One of the plywood sections can be used for 
the showcard and the others painted in soft 
pastel colors carefully selected to tie-in and 
enhance the type of merchandise featured in 
the trim. 

(e) Once again, I found I had a small cor- 
ner of the page to fill and these units can be 
constructed out of pineboard; they can be 
used separately or back-to-back, as indicated 
in many open back window displays. 

Personally, I feel that many displaymen 
vote against open back windows because they 
feel they will do away with practically all 
window displays and I hope these’ tew 
sketches make my point relative to the in- 
stallation of attractive displays that only 
obstruct a minimum of vision into the store 
interior. 

Certainly, if the figure quoted in the Feb- 
ruary “Editor’s Comment,” that interior 
counter displays accounted for 77 percent of 
all the variety store’s extra “IMPULSE” 
sales, then all displaymen should begin to 
give more thought and planning to effective 
interior departmental displays. 


low base. 


Flag Standard Attaches 
To Meters, Sign Posts 

The “Standard-Bearer” flag standard con 
tains a felt lined, cadmium-plated bracket 
easily installed on parking meters or sign 
A simple thumb screw makes it easily 
removable when not in use. Flags extend 
at an angle for uniformity along the street. 
For complete information, contact your local 
flag distributor or write direct to Standard 
Bearer Co., Dept. XB, 1427 Wickwire road, 
Jackson, Mich. 


%* 


posts. 


Hansel To Head 
Constable Display 

Arno Hansel has been named display d1- 
rector for all Arnold Constable stores in 
the New York City area. He was formerly 
assistant to Charles E. Lenhart, who re- 
signed after 12 years with the firm. Mr. 
Lenhart has not announced his plans. 








UNE 


KEY POLE 


will make a feature 
display wherever it 
is placed. Brackets and 
shelves are all that 


is needed. 








KEY POLES 


dramatically display 
a theme promotion 


glamorously and with 


little effort to set up. 
ed 





KEY POLES 


for the third dimension 








to stimulate new 
horizons for your own 


imagination, presenting 








your best with little 





60!... 


round with 


KEY POLE 


to command attention 


Hundreds of eye- 
catching ideas to set 


your displays in motion. 


i 














— 


NO OTHER }j POLE CAN 
DO SO fj MANY THINGS 
SO WELL |] AS KEY POLE 


PATENTED TRADE MARK REG 





Write for Free Bochure to 


Eastern Distributor 


Empire Display Mfg. Co., Inc. 


45 WEST 34th ST., NEW YORK 1, N. Y. 


or to the Manufacturer 


Creative Promotions of California 


3820 GROVE ST., OAKLAND 9%, CALIFORNIA 

















—''Before | took this cruise of the 
Caribbean aboard the SS Alcoa 
Corsair | was a 90-pound weak- 
ling,” attests Milton E. Kravitz, 
Nu-Era Displays, St. Louis 
‘Now, even my wife, in back- 
ground, smiles at me ... Anyone 
for tennis ?''— 


—The displaymen pictured, accompanied by 
their wives (not shown), represent the annual —Initiating the {25th anniver- 
turnout of the Baltimore Display Guild at the au * sary of The American Crayon 
Christmas decorating of the Keswick Home of af oe Company, Max L. Smith, sales 
the Aged in Baltimore . . . Frank Malehorn, tied AD manager, cuts the ceremonial 
American Fixture Co. representative, is presi- tee Meeee, cake. The firm manufactures a 
dent of the Guild— . wi ' complete line of quality color and 
| marking materials under the brand 
name of Prang and Old Faithful, 

no strangers to displaymen— 


4%. 
BY 
i 
$ ° 
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Photographs for this page are 

always welcome, the more in- 
—Marvin Dworkin, left, and Eugene Dworkin, formal the better. Address 
right, both of Northcraft Lighting, Haver- them to Editor. DISPLAY 
straw, N. Y., point out features of their new WORLD. Cincinnati |. 
overhead spotlights to Clemente Hidalgo, 
display director of Thompson, Boland & 
Lee, Atlanta, during Spring Market Week at 
New York City— 





—Miss Nancy Purvis, Miss 
Florida of 1959, is shown at 
left inspecting the display 
in the window of Dickson & 
Ives, Orlando, Fla., which 
recently featured the ‘“Amer- 
ican Beauty Line’ of Lyn- 
brook dresses with a large 
spray of American Beauty 
roses . . . Display Director 
Russell Shaw ponts out the 
roses also painted on the 
sign which contains Miss 
Florida's photo— 
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Convert to — the modern 


a 


pi or pened 
<<” merchandising system with the fast payoff! 














* The Vizusell system of channela and 

ie fully protected by U. 8. 
Patent No. #,744,.714 and Canadian 
Letters Patent Ne. 585,613. 


Vizusell is in a class by itself when it comes to flexibility . . . versatility and fast payoff! 
Vizusell glorifies the merchandise—sparks ideas for traffic-stopping displays 
that stimulate self-selection ... boost store traffic . . . speed turnover. 


Vizusell works on the simple and practical principle of strong metal channels 
into which brackets and accessories are locked by a quick turn of a screwdriver. 
Vizusell adjusts to any merchandising problem—brackets adjust to any height. 
No special tools required. Use on walls, counters, tables, gondolas. 
Sell like sixty in the sixties! Convert to Vizusell right away! 


Write Dept. 303, for new Catalog No. 450 





Your one complete source for everything in merchandising and display equipment 


L.A. DARLING COMPANY, Bronson, Michigan 


NEW YORK CHICAGO LOS ANGELES 
47 W. 34th St. 222 W. Adams St. 1828 S. Fiower St. 
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Allied Display Materials, Inc. 
241 W. 23d St. OR 5-6350 


NOVELTIES, ARTIFICIAL FLOWERS 
& DISPLAY MATERIALS 


For Windows and Interior Store Display 


IT’S ALWAYS MARKET WEEK 


Display Arts, Inc. 
600 W. 57th St., NYC 19 
MANUFACTURERS OF 
MECHANICAL SANTA CLAUS' — 
PILGRIMS — CLOWNS 


For Sale or Renta! 


CO 5-6023 





American Fashion Museum 
\6 West 77th Street TR 3-9103 


CHARLES LEDERMAN, HISTORIAN 
Can furnish. on rental basis, authentic period euftfits 
to highlight your anniversary, special events, spring or 
fall promotion. Ask for information. Recommended 
by N. RR. DO. GA 





Arts & Flowers Displays, Inc. 
(Air Conditioned) 


43 West 56th St. Cl 7-7610-11-12 


Manufacturers and Importers 


REED, NOVELTIES and FOLIAGE 


Austen Displays, Inc. 
133 West !9th St. WA 4-626! 
Outstanding Display Novelties in Paper, Wood 
and other materials. Facilities for special 
promotions for department and chain stores. 





Interesting imports from Europe and the Orient 





Bliss Display Corp. 
37-21 32nd St., Long Island City | EX 2-3890 
DISPLAY PROMOTIONS 


Display Settings, Novelties, Animated Displays 





The Greneker Corporation and 
Visual Merchandising Displays, Inc. 
MANNEQUINS 
and Promotional Disploys 
991 Sixth Ave. CHickering 4-7165 





Victor Haida Displays, Inc. 
149 West 24th St. CH 3-3540 
DESIGNERS & MANUFACTURERS 
OF CREATIVE DISPLAYS 


Largest Showroom in the Country 





David Hamberger, Inc. 
136 West 3st St. PE 6-0464 


MANUFACTURERS OF DISPLAYS 
Artificial Flowers, Functional Units 
Backgrounds, Novelties 


The Imitation Food Display Co. 
107 Lawrence St., Brooklyn |, N. Y. TR 5-1268 
FOODS FOR PERMANENT DISPLAYS 


Attractive and effective, they look good 
enough to eat. 





IN NEW YORK 


NEW STYLE STUDIO 
58 East I!th Street GR 5-3777 


HEADS, FORMS & MANNEQUINS 


Realistic, French, Period or Abstract 
Artistic Finishes 


MANNEQUIN REFINISHING 


Leo Prager, Inc. 
155 West 23rd St., NYC II CH 3-4113 
MANUFACTURERS OF MODERN 
DISPLAY FIXTURES 


For Interiors and Windows 


RIP Studio, Inc. 
15 East 22nd St. GR 7-3650 
CREATORS AND BUILDERS OF 
OUTSTANDING DISPLAYS 


Functional and Decorative in All Media 











Louis Schneider Corp. 
6 East Second St. OR 4-3723 


ARTIFICIAL FLOWERS & FOLIAGES 


Display Decorations and Novelties 





Nat Siegel, Inc. 
39 West 37th St. WI 7-8485 
MANNEQUINS AND DISPLAY 
EQUIPMENT 


Distinctive Display Fixtures and Novelties 





Brunn & Bertheim 
1200 Broadway MU 4-0923 
EXCLUSIVE NOVELTIES OF ALL KINDS 
IMPORTS OF QUALITY FOR EVERY SEASON 


Duvetyne in an exceptionally wide range 
of colors as a perfect substitute for felt. 


Madisonia Manikins, Inc. 
New York — 152 W. 25th St. — CHelsea 3-1550 
Chicago— i! S. Desplaines— DEarborn 2-6818 


MANIKINS — RENTALS — REPAIRS 


America's Largest Manikin Refinishers 





The L. J. Charrot Co., Inc. 
ARTIFICIAL FLOWERS 


36 West 37th St. WI 7-1687 
Display Units, Novelties and Decorations 





Circle Fabrics 
141 W. 47th Street Cl 7-2260 
DISPLAY MATERIALS — NOVELTIES 


ACCESSORIES 
Louis S$. Morgen 





Coloniai Decorative Display Co., Inc. 
122 West 26th St. Al 5-9620 


ARTIFICIAL FLOWERS 


Decorative Display Units, Novelties & Decorations 





COVERED WAGON MOVERS 


Special Handling — Uncrated Displays 
Round the Clock Service 


168 Bleecker Street AL 5-1788 


Maharam Fabric Corp. 
130 West 46th St. JU 2-3500 


DISPLAY FABRICS & ACCESSORIES 


412-20 N. Orleans St. 
1113 S. Los Angeles 


Chicago 
Los Angeles 





Metropolitan Mechanical Display Co. 


We Buy, Exchange, Rent or Sell New and 
Used Mechanical Displays & Mannequins 


MECHANICAL BOOKS 


50 West 22nd St. OR 5-1280 





Mileo Mannequins 
7 West 36th St. 


MANUFACTURERS 
of Misses, Juniors, Pre-teens and Children's 
quality and style-right mannequins. 
Miya Company, Inc. 
373 Fourth Ave. LExington 2-4866 
Manufacturers and Importers of 
Shoji Screens — Oriental Goods 
Artificial Flowers — Bambooware 
Bird Cages, Lanterns, Parasols & Novelties 


WI 7-7618 











Cecilia Staples, Inc. 
314 East 53rd St. MA 4-0384—EL 5-6399 


Creative interpretations of custom displays. 
Your designs or our own, and designed to fit 


ANY BUDGET 





Tero, Inc. 
Factory and Showroom 
153 W. 23rd St. CH 2-7344 


Manufacturers of Finest Quality 


MANNEQUINS 





D. G. Williams, Inc. 
498 Seventh Ave. LA 4-4069 


MANNEQUINS & DISPLAY FIXTURES 


Display Novelties and Equipment 


DISPLAYS 
Your Budget is Our Business 


434 Sixth Ave. AL 4-3200 
DESIGNERS and MANUFACTURERS 








SAVE TIME — 
DO YOUR DISPLAY BUYING 
IN NEW YORK CITY 





Decorative Plant Corp. 
136 West 24th St. WA 4-4405 


ARTIFICIAL FLOWERS 


Display Settings, Novelties, Units 





Decorative Creation & 
Art Flower Co., Inc. 
13 West 27th St. MU 6-1798 
ARTIFICIAL FLOWERS, DISPLAY 
DECORATIONS 


Imported Novelties, Settings 





IT'S ALWAYS 
MARKET WEEK 
IN NEW YORK 





DISPLAY WORLD 








NEW YORK 


When it comes to planning your store 


display programs, you can turn to New 
York for inspiration and for the resources 
that can furnish the newest and best in 
props and accessories for the dominating 
displays your store will surely want to 
make it the traffic-stopper you want 


it to be. 


IT’S ALWAYS MARKET WEEK IN NEW YORK 





Los Angeles 
Display 
Tricks 





RICKS with seamless paper provide inexpen- 
~~ settings in which to sell shoes at Bullock’s- 

Westwood, swimwear at Robinson's—Beverly 
Hills. Foundations join in the swim amidst 
flittered netting at Rathbun'’s—North Hbolly- 
wood. Barker Bros. shows office furniture in 
dignified setting. All bespoke the attempts of 
Los Angeles displaymen to bring drama into 
their displays at the least possible cost. 





Barker Bros. (left) 
Fred Bower 

The office for the V.I.P. could very well 
be this one. Function and smart beauty 
had been combined. The lighted solarium 
lends itself for relaxation between harried 
periods. A _ellow ochre rug is a fine back- 
ground tor the warm orange sofa, the 
muted orange and beige chairs, rich hues 
of handsome woods. Vivid orange acces- 
sories combined with soit brown French 
paintings makes it a \V.I.P. office without 
a doubt. 


By DICK JACHIM 


Rathbun's-North Hollywood (left) 


Jay Jones 

The elasticity of the modern foundations 
was well dramatized by showing much ac- 
tion in the figures in a swim scene. All 
white merchandise coincided with the cap- 
tion, which read, “A string of pearly 
white.” A background ot white washed 
with blue lights created a sea feeling, and 
swagged turquoise netting accented with 
white and silver flitter gave the desired 
shimmering effect 


Robinson-Beverly Hills (left) 
Lee Domez 
The simulated coolness oO! the ocean and 


its bed proved a rereshing atmosphere for 


this swimwear promotion. Being Cole of 
California’s Tahitian series, the ocean 
floor wa: 1n a south sea flavor. A sea blue 
background, sand and washed pebbles on 
the floor as well as authentic sea life and 
rocks, used fisherman’s netting and sea 
weed out of turquoise taffeta suspended 
as well as bordering the window top for 
wate. depth created a spectacular compo- 
sition. 


Bullock's-Westwood (left) 
Philip Clavadetscher 


Shoes in their natural habitat—on feet 
created interest and favorable results in 
this imaginative display. Using as many 
as 30 pair of shoes per window im a series 
of three, they were presented with only the 
legs exposed and fully attired. Seamless 
paper in tones of grey to black along the 
window in free form tear controlled the 
expose for the desired results. 
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The Bliss SEELINGRILL revolutionizes all con- 
cepts of window trimming. It has been de- 
signed to give maximum use of horizontal 
space without cluttering the floor. 


The Bliss STO-WAY Grill has been de- 
signed to give maximum variety and 
speed of trimming in the minimum space. 


Practically every branch store built within the last five 
years has been equipped with the Bliss SEELINGRILL. 


Please write for complete information. 


BLISS DISPLAY CORPORATION 


37-21 32nd STREET e LONG ISLAND CITY 1, NEW YORK 
EXeter 2-3890 


*T.M. 
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—These accessories are actually doing the town!!!Black and white handbags, gloves, and predominent shoes are incorporated into 

this display against the city skyline . . . White meshed buildings backed with black composition board proved most effective in 

achieving a monotone design . . . The mannequin's chic dress blended perfectly . . . The accessories were placed on metal shelves 

attached to the props ... A most uniform display in appearance affording an uncluttered view . . . This won the silver medal for 

J. Howard Schneider, The Crescent, Spokane, in the Women's Shoes category of the 1959 International Display Contest sponsored 
by DISPLAY WORLD— 


DISPLAY 


Here... 


and 


—Shown above is the setting for the fashion showing of accessor- 
ies that helped contribute to the sales rampage by customers of 
Woodward & Lothrop, Washington, D. C., last fall . . . Not shown 
in the setting are wax replicas of John Smith and Pocahontas, 
loaned by the National Historical Wax Museum of Washington 
... A-series of windows also used the cigar store indians, looking 
down on simulated camp fires around which the accessories in 
"Smoke Signal'” tones were displayed . . . A Sunday supplement 
also utilized the same Indian on the cover and photographed with 
models on each page of the attractive advertising supplement. . . 
George K. Payne, display director, handled the display aspects of 
the promotion— 


—What easier way can you say that the sportshirts you have for sale 

are lighter than a feather than by letting a set of scales tell the story 

— a sportshirt on one side weighted down by a feather on the other... 

That is what Clement Bradley, display director, Carson Pirie Scott, 

Chicago, did last summer in this display that won the gold medal in the 

Men's Shirts, Neckwear category of the International Display Contest 
by DISPLAY WORLD— 











CAPTURE 


THE TRUE 


EXCITEMENT 
OF 


NEW 
YORK 


WITH 


MANHATTAN 
MANIKINS 


OO i aes 


These luxurious high quality fig- 
ures are fashioned of Fibreglas 
plastic topped with the finest 
Pugdin wigs. Photos and details 
on request. 


MANHATTAN MOTION MANIKINS 


4 W. 16 ST. NEW YORK CITY 11 














Create Spectacular 
Floral Displays 
with “POLY-FOL” 


Poly-Fol lifelike polyethylene plastic 
foliage will give your displays that 
magic ‘natural appearance. 


Poly-Fol is pliable, non-com- 
bustible, waterproof; resists 
fading, dust and heat. Folli- 
age and colors are so life- 
like since they are 
molded and matched 
from the living leaf. 


“@ j™~ Distributor Inquiries Invited 


Over 35 foliage styles and special planting arrangements are available. 
Write for new cataleg and prices. 





Double-slotted uprights are available for floor-to-ceiling heights 
from 7% ft. to 13% ft. with 12” height variations built into each up- 
right e Uprights accommodate all Spacemaster brackets and 
accessories e Easily changed, moved or modified to suit every 


requirement. 


STOPPERS! 


NEW ROTO-PQOELE 


Revolving 
Display Uprights 
with 
Motorized Bases 


@ Floor-to-ceiling upright revolves at 11r.p.m. 


@ Perfect for dramatic window displays— 
store interiors—spot, special or seasonal 
promotions. 


Write for complete details! 
Mail coupon today! 


os 


SK... “ ‘ 
eee & © - © eee ee 42S SS 5 EE - 


REFLECTOR HARDWARE CORP. 
Dept. OW.3 

1400 NORTH 25th AVE. 
MELROSE PARK, ILL. 


Gentlemen: Please send me your 
CURRENT SPACEMASTER CATALOGS. 


— = ss | 





REFLECTOR HARDWARE CORP. 
NEW YORK OFFICE MAIN OFFICE, FACTORY PACIFIC COAST OFFICE 


AND SHOWROOM: 
225 W. 34th ST. 
NEW YORK 1, N.Y. 
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AND SHOWROOM: 
1400 N. 25th AVE. 
MELROSE PARK, ILL. 


AND SHOWROOM: 
851 S. LOS ANGELES ST. 
LOS ANGELES 14, CALIF. 








(top lett) 


—Die-cut plywood filagree panels are mounted 
in black frames against a seamless covered wall 
1s Oriental setting for women's loungewear 
of Oriental design As the sign explains, 
Snatched from Japan's most famous stage 

Kubuki Shapes.” The sign leaned 
against an Oriental statuette amidst mimosa 
foliage Long pleated Oriental lanterns 
were suspended from slender bamboo shoots 
emphasis of white against 


black— 


to complete the 


(top right) 


—Four mannequins in fashionable beach togs 
were posed against a background of wooden 
cut-out fish attached vertically to the seamless- 
covered wall... A white boardwalk was under- 
foot with an extension towards the glass at the 
center to attract attention to a group of beach 
accessories placed at the junction . . . Netting 
was draped from fish to fish in a nonchalant 
manner, with one mannequin holding onto one 
end of it— 


(left center) 


—To announce the arrival of new fashions by 
the foreign designers, Gertz created the burst- 
through effect by suspending seamless as a 
false wall, letting the roll extend out to the 
front of the window; three contrasting colors 
were used ... Mannequins were placed behind 
the almost full size openings in the paper 
and others were in front Note that the 
jagged points around the openings were curled 
and pinned back against the seamless to 
mellow the effect somewhat ... Names of the 
designers and their locations were emblazoned 
on the seamless in a variety of type styles .. . 
Spring blossoms on branches were affixed on 
the inside and outside of the window to simu- 
late their growing through the glass— 
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Gertz’ three Long Island stores are re-emphasizing 


their efforts to be fashion leaders in their trading 


areas and to impress the buying public with this fact 


through their merchandising and promotion pro- 


grams . . . Of course, this includes the constant 


stressing of new fashions in appropriate settings as 


part of a progressive display program coordinated 


with their newspaper advertising. 


EKRITZ, Long Island, N. Y., 1s making 
(j an all-out effort to establish itself as 
a fashion leader of its trading area, 
reports Ralph F. Waltz, president. The drive 
for tashion leadership is being reflected at 


a major over-hauling ot 
strategy, but 


(sertz, not only in 
merchandising and promotion 
also in the physical re-vamping ot Gertz 
store in Jamaica and in the sister stores in 
Flushing and Hicksville, he added 

[he main purpose behind the Gertz tashion 
according to Mr. Waltz, is to lit the 


organization head and shoulders above the 


drive, 


new types ol competition that are coming 
into Long Island 
lust 


has added 


(;ertz Hicksville 
a fifth selling floor and this has 
vIVell the store the opportunity 


recently the store 
of doubling 
the space devoted to fashions and children’s 
Weaf&, 

In addition Mr. Waltz announced that the 
35 000 
square teet and this will make possible an 


l'lushing store will be increased by 
expansion in fashion merchandising 

Mr. Waltz stated that it has long been the 
hope ot the Gertz organization to take the 
lead in tashion merchandising on Long Is- 
land. He now teels that the time is close to 
the realization of these aspirations. 

ln the past few 
tashion 


years Gertz has run the 
campaign entitled “We 
kach one of the ads depicts an- 


newspaper 
believe.” 
fashion merchandise 
Naturally 
themes has been and will 
hacked by coordinated window 
street floor mannequins, and dr- 
matic mannequin aisles on the fashion floors. 

All told, Gertz is now spending well over 
a half million dollars in physical renovation 
of its three stores. 


other classification of 
stressed by Gertz’s three stores. 
each one ot he 
be strongly 
displays, 


Now in process of reno- 


vation is Gertz new maternity shop on the 
floor in Jamaica, and the Young 
Junior Shop in both Jamaica and Hicksville. 

Another important element in the Gertz 
fashion program is the intensive instruct on 


second 


ot sales people. 

Mr. Waltz stated that he 1s most gratified 
by the recent progress of the Gertz fashion 
program and that he intends to carry it for 
ward in any new stores to be built by Gertz 

Jules Wiegel is display director for the 
three Gertz stores. 


Parrella Promoted 
By Fair, Chicago 

Frank Parrella, who has been with The 
Fair Store, 1950, has now 
taken over as display director in charge of 
the downtown store and three suburban out- 
lets. Assisting Mr. Parrella is John Nelson, 
formerly of Minneapolis. 


Chicago, since 


Display managers in charge of suburban 
Hal Mondt, Old Orchid; Tay La 
Rane, Evergreen Park, and Dick Heinemann, 
Oak Park. 

Mr. Parrella is 32, married and has three 
children. 


Stores are: 


Schwartz Promoted 
By Retail Reporting Bureau 


Sydney 


formerly production 
manager, has been promoted to staff director 
of the advertising services division of Retail 
Reporting Bureau, New York City, as an 
nounced by Hanford S. Weil, executive vice 
president. Mr. Schwartz has been associated 
with the Bureau for eleven years. He is a 
graduate ot City College of New York with 
a degree ot Bachelor of Business Admin- 
istration. 


Schwartz, 
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Your center for display industry in- EXECUTIVE OFFICES 
formation . . . headquarters for locating HOTEL NEW YORKER 
supply sources ... sponsors of June and SUITE 419 
December Market Weeks yearly. NEW YORK 1, N. Y. 





OUR Ppttou 
BRILLIANT lima 


Unmatched for brilliance .. . unequalled for 


sparkle. ..and now, TARNISH-PROOF to 

, - protect its lustre after continual exposure. 
Potters Silver Glass Tinsel — the truly eco- 
- nomical tinsel for all your applications. For 

| a brilliance and sparkle that lasts indef- 


initely, use Potters Tarnish-Proof Silver 
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Swing into Spring — Shirts suspended 


such a manner to appear as if holding musical instruments. 








The shirts should have a floating, swinging look. Black 


circle on floor keeps music in mind by simulating a record. 


White strings stretched taut in back suggest lines in sheet 


music. Copy is written on actual blank music sheets. Black 


cutout music notes are suspended in advantageous positions. 


4 ¢ 























Spring Tonic—a large mock- 
up spoon is suspended in front of black 
background. Spoon is painted white. 
Fabric to be promoted is spilling out of 
spoon. Large mock-up medicine bottle is 
labeled “Spring Tonic.” Garments shown 
should be of fabric in same family as that 
falling from spoon. Spring sprays add 


color to grouped display below spoon and 





a little in front. 


Spring Preview — Find out | 


what hit movie will start playing in your | 


store's area in the near future. Secure 
movie stills, preferably in color, of the 


movie and sprinkle them throughout the 


display and around merchandise. Draw | 
a crowd at a movie preview on back- | 


ground. Use camera in foreground di- | 


rected at merchandise. A long piece of 
film entwining throughout display is effec- 


tive eye-catcher. 


New Spring Colors— 


An ordinary ladder serves as central prop. | 


One end of long board rests on low ladder | 
rung; other end is suspended or sup- | 
ported from behind arrangement of shirts. | 
and formed coat sits on that end of board. | 
Paint cans containing copy on labels are | 
suspended with cloth spilling out, as if it | 
were paint. Large paint brushes can be | 
mounted on back wall with cloth running | 


to them as if the brushes have “painted” | 


the fabric on the wall. Paint rags with 


the proper color smudges as well as other | 


painting accessories can be placed around | 


if desired. 
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SUNSHINE GREEN 
AAT) 


Has Outsold All Other 
Display Grass for 37 Years 


Exclusive beautiful, natural Sunshine green color 








Exclusive ''78" row quality instead of 72 
34% x 6—11% larger than ordinary mats 


Ends neatly hemmed—no raw cut edges 








Mildew-proofed and flame-proofed 
Order standard mats. rolls or special sizes 


Sold by all leading jobbers 


THE JOSEPH M. STERN company 


1968 East 66th Street @ Cleveland 3, Ohio 
THE WORLD’S LARGEST MANUFACTURER OF DISPLAY GRASS 








“**s. makes “new ideas” work! 
7 SARGENT’ 

7 . 
splay 


DISPLAY MAN 


SOFT COLORS THAT 
PRODUCE A VELVETY 
FINISHE 





SARGENT DISPLAY FINISH 
does important work in thousands 
of display studios today. Leading 
artists rely on its versatility to help 
them create beautiful and unique 
display compositions from 
standard, inexpensive materials. 
New worlds of color, finish, texture, will 
live in your displays when you work the 
magic of SARGENT DISPLAY FINISH. 
Try it! 
SARGENT DISPLAY FINISH is available ina 
full range of colors, metallics and clear 


manufactured by 
’ 


t he Sarge ntl re rhe ( (). 


Nationally Advertised Paint Product: 


‘Balenn- Gar: elosen- Wa eenenr: far: 








—Owen Owen, Coventry, England, decided to pay 
homage to the opening of the St. Lawrence Seaway 
and the Canadian outlet, G. W. Robinsons, 
Hamilton, Ontario, while they were at it... The model 
shown below was 25 feet long and 9 feet deep in relief 
Relief was accomplished by building 
up layers of thin hardboard, much like isobars on a 
. Route of the Seaway is empha- 
sized by pea bulbs which flashed on in a 
sequence of three, starting at the Atlantic and finishing 
at Chicago, all bulbs remaining on for a few seconds 
before blacking out and starting again ... The main 
Canadian cities were lit by red bulbs and the American 
cities by blue bulbs . A small ship circulated Lakes 
Michigan operated by a revolving arm 
holding a magnet installed under the Seaway .. . Other 
models of ships and small boats were dotted around the 
lakes and Seaway .. . D. G. Woods, display manager, 
designed the display with construction by the efforts of 
his staff and additional electricians and carpenters— 


Store's 
and full color 


topographical map . 
electric 


ana Huron. 


THE S’ LAWRE ICE 


AN 


—The best-liked mannequins seen at 

the trade fair at Utrecht, Holland, last 

year were these merry goats which 

wore peau-de-suede jackets The 

goats of papier mache were designed 

by J. Hoogstraten for Marcuse, Am- 
sterdam, Holland— 


Display 


\ tenmtionsle 


—''Self-tailoring — the great love of the wise woman" 


reads the 


card at the foot of the cutout figure draped in cotton print as the 
eyes of several males are turned her way from the suspended hearts 
Other swagged cottons are suspended from the taffeta-edged 


hearts 
Baehrend, Kaufhaus “Anker,” 





WWE STACE NT 


... This one was of a series of Cotton Week displays by Guenter 
Mannheim, Germany— 





SEAWAY 


V CANADA’ 


DISPLAY WORLD 





Displayman-Photographer 
Rates Five-Star Award 

Although it has been noticed with much 
interest at Market Weeks that 
Wagner, display director, Brandeis, 
Neb., is never without 
few that he 


his camera, probably 


know has received the highest 


— George H. Wagner — 


five-star rating the 
ot America. 
order tO 


Wagner 


by Photographers So 
ciety 

In achieve 
Mr. had to photographs 
accepted for 640 hangings in photographers’ 
salons all the world This he 
plished with 128 different subjects. 

Mr. Wagner's specialty in the 
field is table tops and still lites. 

Mr. Wagner's pictures have 
peared in virtually 
exhibitions in this 
the world, 


the five-star rating, 


have his 


over ACCOM 


photographic 


not only 
all photographic 
but 
New 


ap 
society 
have gone 


Zealand to 


country, 

around from 

France. 
The 


Ni rvembe r 


World-Herald 


1959. 


Sunday Magazine of 
15, the five-star 
award and reproduced five of his outstanding 
photos 


announced 


Hanes 1960 Contest 
Announces Prizes 
Retailers carrying Hanes brand 
stockings are invited to enter the window 
display contest sponsored annually by Hanes 
Hosiery, Inc., Fifth avenue, New York 
City 1. The theme of the 1960 contest 1S 
“Tropic Tints” to emphasize the firm’s varie 
ty ot colors. Cash prizes totaling $1,500 will 


seamless 


an 
JU 


be awarded. 

Display materials supplied by the firm are 
extensive and very versatile, 
possibilities for 
local distributors 
materials to each store, 


providing 
imaginative 
will proy ide 


boundless dis- 
plays. the 


Reiser Forms Own Firm 
To Sell Accessories, Fixtures 
krwin Reiser, former vice-president of Po 
tential Unlimited, Inc., New York City, 
sold his interest in the firm, effective 
18. Mr. has tormed the 
play and Fixture Corp., to be 
Display Center, 400 Eighth 
York City. The Reiser organization will 
handle display ot plastic, chrome, 
brass, wood and other metals, 
New York New Jersey 


Vania areas. 


has 
January 
Dis 
located at the 
avenue, New 


Reiser Reiser 


items 
covering the 


state, and Pennsyl- 
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perfect combination for 


refreshing new displays . . . 


VICRTEX V.E.F. FABRICS 


+* YOUR IMAGINATION 


and deep-sculptured 
excitement to flatter and 





glowing colors 
luxury, 
Patterns that 

others will stir 


Vicrtex’ 
warmth, 


patterns create moods of 
complement merchandise displi 
raw silk, 
heights 
VICRTEA V.E.F.* 
soil and flame resistant 
last for years 











ivs 


simulate 
your 


wood paneling, cloth, leather, 40 


imagination to new 


grass pius 
Practically indestructible, 
fade — stain, 
Reusable: will 


won't chip, crack, peel or 
wipes clean with a damp cloth 


Write today for swatches, prices, descriptive literature. 


L.E. CARPENTER & COMPANY 


356 FIFTH AVENUE @ NEW YORK 1 @ Phone: LOngacre 4-0080 


*Vinyl 
electronically 
fused 








alivim ne 
BY ahh 


36 MODELS— 

80 STAPLE SIZES. 

plus handy Hansen Vest Kit 
below) for greater 
convenience 








Good design and construction in all Hansen 
Tackers give them a well balanced “feel” in 
every application. Saves you lots of time, too 

_as they'll zip through any job with no delay, 
no wasted staples. Always ask for Hansen. 
the very best in Tackers. 


WRITE today for free literature. 


A.L. HANSEN MFG. CO. 


5041 RAVENSWOOD AVENUE 
CHICAGO 40, ILLINOIS 











! BONE LEE BASEBALL f PARK is 
lets some” MAJOR LEAG UE 2 
COVERED f W83 —— | So gfe 

of Silouis CARDINALS _YEAR i ee 


Play Ball 


—First prize in the 1959 Let's All Play Ball contest was won by Bob Russell, owner, Russell's Sporting The magazine sponsors four separate con- 

Goods. St. Louis, Mo. .. . The winning display in Class 2 is shown above, with large poster supplied [tests annually. The “Let's All Play Ball” 

by The Sporting Goods Dealer on the left— couness will be trom April 9-16; the Let's 

(;o Fishing” contest, May 14-21; the “Let's 

. . | Play Golf” contest, June 4-11; and “Let's Go 

Th () FAR as we know, [he Sporting (,oods eutinn” contest. the entice menth of Oc- 
Se Dealer is the only publication other than = 4,4... 

DISPLAY WORLD that sponsors a 


: Cash prizes are awarded by the Dealer tor 
window display contest of any magnitude. . agit 
ff the best windows and newspaper advertising, 
It has done so for the past 41 years, and it : 
; : with parallel awards offered for windows 


can be safely said that the constant 1m | 
’ with a frontage of more than ten feet (Class 


‘rovement of sporting goods display during - re 

, . ‘" i = sae - poe 1) or less (Class 2). First place gets $100: 

this ‘riod can De largelv credite oO e eal : ee ~ ~ oon 
octane ap eSry. ee second, $25; third, $15, and fourth, $10. The 

promotional efforts of this merchandising na 


best ad gets $25 and the runner-up $10. 

magazine 

Leading manutacturers of the equipment 
—Winner of the first prize in the Let's Go Fishing contest was accomplished by a father-son team of pertaining to each sport cooperate and aid 
in promotion of the contest with the individ. 
ual retailers, including the independent 
sporting goods shops and the large depart- 
ment stores with sporting goods departments 
These manufacturers supply the stores with 
posters, display materials, advertisements 
and other assistance. The stores utilize this 
material and the slogan of the particular 
contest to their best advantage in both win- 
dows and advertising. 


S. M. Stegmann and H. S. Stegmann for Stegmann’s, Marshalltown, lowa— 


The obvious objective of these four separate 
contests 1s to produce more sales by giving 
retailers a central promotion theme and by 
encouraging their best efforts through the 
addition of competitive interest. 

As The Sporting Goods Dealer exempli- 
hes, the merchandising publications should 
go beyond the limited scope of being only an 
advertising medium for the products them- 
selves. They should also assume, or at least 
share with the manufacturers, responsibility 
for the display and other sales promotion 
efforts that would be an aid and incentive 
to the retailer handling that merchandise. 

Not only does such a program increase 
value of the publication to the readers, but 
the display and promotion programs of the 
stores and manufacturers benefit as a result. 

For rules and further information con- 
cerning the Dealer's contests, write to the 
publication, 2018 Washington avenue, St. 
Louis 3. 


Two 1959 winners are shown on this page. 
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COMING UP! =_——. oo se 
*Red Cross Month March 1-31 
Presidents Day March 4 i ae 


National 4-H Club Week March 5-12 


Girl Scout Week March 6-12 » Re 's 
National Peanut Week March 6-12 

Save Your Vision Week March 6-12 of 5) 

National Smile Week March 7-11 | 7 


Irish Linen Week March 13-19 SHOW CARD AND POSTER MACHINE 


*St. Patrick’s Day .. March 17 


en A 32097 SPEED SIMPLICITY 


National Teen-Agers’ Day ..March 21 | 


National Arts and Crafts Week = April 1-7 | ‘ LOW OPERATING RIK LONG LIFE 
Cancer Control Month April 1-30 soon 


Teaching Career Month April 1-30 | 


Ladder Month April 1-30 WwW ”" 
: , . Met W ae 
National Automobile Month .._ April 1-30 | MODEL RA ° pe one FIELD'S Smart New-- f 
National Hobby Month April 1-30 | With F sei 
Clean Up-Paint Up-Fix Up Community | With new “Magnetic” type 


lock up. Greatest ad . ¢ 
Development Program April-May | ment mn Prac Mine vithis 


Let’s All Play Ball Week April 9-16 last 25 years. SPEEDS UP Theyre Reversible 
Coffee Day April 11 | OPERATION and provides 
National Sunday School Week April 11-17 | complete flexibility of type 


Pan American Day April 14 | arrangement. 
*EKaster Sunday | April 17 
Pan American Week April 17-23 WwW Ad 
National Garden Week April 17-23 MODEL B 
National YWCA Week April 24-30 | A medium priced sign ma- 
Hardware Week April 28-May 7 | chine using rubber type. Pro- 
National Baby Week April 30-May 7 | duces high quality signs at 
(DISPLAY WORLD will be glad to fur- | !ow cost. 
nish the name and address of any spon- | Many national chains have 
sors of the above-mentioned events. Many | from 50 to 500 or more Sign- 
of them make available free posters or other | press machines in use. SRE See ee ee 
display material as well as ideas for dis- MODEL M- 1422 — 14 x 22 — Patents applied for 
plays tying in with the occasion. Simply MADE IN THREE SIZES ... WRITE TODAY FOR SAMPLES, CIRCULARS AND PRICES 
address your request to the Editor, DIS- | 
PLAY WORLD, Cincinnati 1. DISPLAY EQUIPMENT CO. — BOX C-144, ADRIAN, MICH. 


“These observances of a national nature do 
not have specific sponsoring organizations | 


supplying promotional materials; however, | A= = = ——> <= 5 “FAIRWAY GREEN” 


local groups can usually be contacted. 


en | i) war 
Ward Appointed ] orl wean 288 - GRASS MATS 
By American Fixture | =) one ii if Mn me? & 


Harry Yedor, Executive Vice-President of | = PAL TR NH Do CU 
American Fixture Inc., St. Louis, O., an- | - HOR RR RRR : STANDARD 3 ft. x 6 ft. 


nounces that Ronald A. Ward has been ap- 


pointed a factory representative for the | — N Ath " ‘i ‘i P death ie mH ‘a , a 9 5 
Michigan and Ohio territory. Mr. Ward | “Yj Hn ( 
| — iD 











EACH 


NOW, just in time to brighten your spring displays— DOZEN $45.00 


(and brighten your budget) Art Cohen Co. is quoting 

the lowest prices on green grass mats — in all sizes! PRICE LIST 
Natural-looking extra thick grass mats, with 72 rows x 10. $ 8.40 5 ft. x IS#. 
of turf stitched to durable burlap and with hemmed x 15 ft.. 12.50 6 ft. x 6 ff. 
edges —so lush and realistic looking. All grass mats D . yo 7 x ~y 
ore gucranteed full size, flameproof and mildewproof. 10. 14.00 60" + Rach - 


Order now at the lowest prices! 36"" Diam. ..$3.15 


GREEN GRASS SPRINKLINGS 
3 ib. Carton.. 


(Covers approx. 40 sq. ft.—! in. thick) 
50 Ib. Carton : 70¢ Ib. A M 
100 Ib. Carton 60¢ Ib. * + 


810 PENN AVE. ° PITTSBURGH, PA. 








— Ronald A. Ward — 








| Mail orders filled immediately 


specializes in store planning and designing. | 

He was formerly associated with Grand FLASHERS 
Rapids Store Equipment Company, Welch Since 1900 
Williams Company and recently with Weber 
Showcase and Fixture Company. 


He will reside and headquarter in Grand “ey Ter <P, 
Rapids, Michigan. Mr. Ward is married and ®) e.ecrmic con 


has three children. 355 RIVER ROAD’ RIVER GROVE, ILL. 


Force Attention, Increase Advertising Value 
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Display for the Small Shop . . . 


Got .... inte 


DEPENDABLE The Togetherness 


Fashion designers go to a great deal of trouble to create a group 
of separates that will harmonize when worn together — but what 
happens when they arrive at the store... It's up to the displayman to 
see that they are featured together, and therefore sold together 


\NUFACTURERS put a great deal ored jackets and, weskits or softer skirts, 
I of ctiat, eorsnive tees and orcinn cam soles, ete. 
M M h dising skill into the building of a In order to make the group more striking 
. _ anan group of separates. First, there is the tabric, 
ROTATING UNITS 


Don’t Break Down 


and versatile, a tie-in tabric in pattern, such 
selected not only tor its beauty but also Lor as print, stripe Or other design, 1s used in 


its tunctional qualities—washabuility, creas harmonizing colors tor a tew garments, gen- 


resistance, et { olors, too, are most Care erally uppers. 


fully planned, some neutral, some basic and 

@ BRUSH & SLIP some high style, 
RING CONTACT 
@ HEAVY THRUST 
BALL BEARINGS 


Very often, the impact of all this planning 
When the stock 


reaches the retail store, individual items are 


anticipating the trends ot! is lost to the consumer. 


Because 


the oncoming season: but they must hat 


monize when worn togethet stocked with other individual items of like 


} 


@ HEAVY DUTY 
CONSTRUCTION 


\ theme, or dressmaker detail, 1s adopted 
after viewing many garments created by the 
designers, and this theme is meorporated in 
all the styles, both upper and lowers, finally 
chosen to comprise thi 


Proup (senerally, 


there 1s a slim skirt. a tull skirt and various 


type and the consumer does not get to see 
the togetherness of the group. I know this 
to be a positive tact trom my many years 
Ot helping to create such groups of separates 
in Calitornia. 

Phe displayman can do much towards pro 


lengths in pants. Type of fabric will deter 


moting the whole group. In a large store 


mine the type of uppers—whether more tail where there is ample stock and plenty of 


STRONG, SILENT 

Now you can employ the multiple 
attention values of motion in your 
displays without fear of fouling, 
howling or malfunction. This new 
McMahan Motion Unit is a smooth 
working precision machine with de- 
pendability and permanence built 
in. You'll find the same depend- 
ability in McMahan turntables. If 
“revolver” service has made you 
nervous—move to McMahan motion 
and relax. 
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of Separates 


window space, he can show the versatility of 
the group both the color and 
angle. It is a great challenge to his imagina- 
tion and a boon to suggestive selling. 


trom stvle 


We received a group of separates in a new 
Dupioni silk. 
beautiful — pink, blue, 
black. Range of styles covered shirt, tull 
skirt, slim skirt and shorts. The tie-in was 
a matching polka dot shirt in silk surah with 
white dots on all the colors except the black, 
which had the black dots on a white ground. 


luscious The colorings were 


beige, copper and 


Since it was just before Christmas, I de 
cided to promote these tor giits as well as 
resort wear in our small, intimate window. 
Using the 36- by 54-inch frame, with black 
velvet background, I had hand-lettered strips 
made: “For Holiday Giving” was tacked on 
with an embroidered Sock and 
“For Holiday Going,’ was surrounded with 
colorful travel folders to sunny places. The 
folder contained a girl on _ bicycle 
wearing pink shirt and blue shorts, about 
the coloring of any group. Bottom of the 
sign read “Versatile Separates in Luscious 
Silks” and to this section was attached little 
butterflies painted the colorings of the tabric 
Short, strong pins were used to attach the 
separate components to the black velvet, but 
were tacked through the dots of “is” 
than at corners of the black 
they would show. 


(hristmas 


center 


rather 
cards where 

[ selected the pink garments for the main 
group showing because it is feminine, Christ 
masy, and would take red accents nicely as 
well as harmonize with the 
color in the posters. Lettering on the sign 
was also done in pink. 


predominate 


The shirt was shown with the full skirt, 


as a dress, with rich red satin cummerbund 
The belt, a very new note, caught the eye 
of many and we were sold out in no time 
The dotted surah shirt was shown draped 
above the slim skirt. You will notice in the 
picture that the fly front 1s open and turned 
back—this to reveal zipper opening from the 
bottom, one ot the action 
group for playing golf. 

All five shorts, from the blue, 
beige, black to the pink, are draped over a 
Christmas gift box tied with red ribbon and 
tiny frosted pink roses. A suitable pair ot 
matching earrings is shown on the pocket 
or waistband of each pair of shorts 

The morning after the photograph was 
taken the pink garments in the size dis 
played were sold . so I switched to blue. 
This time I showed the blue dotted shirt with 
the full skirt on the high stool, with copper 
belt. The blue shirt was shown with the 
blue shorts but draped to be worn boxy, on 
the outside. In the five color group, I used 
two slim skirts in place of all shorts; the 
blue was draped over the gift box with fly 
front closed to the bottom, and the pink 
skirt at the top with fly front open revealing 
upward zipper. 

While I have shown the co-ordination of the 


features ot the 


copper, 
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By ANNE DANIELS 


Display Coordinator 
Evelyn Gibson Gowns 
Portland, Ore. 


garments and colors, there are many features 
still about which to be told. Working on the 
garments I discovered they are absolutely 
crease resistant, but it was too late to have 
this teature added to the sign. The shirts, 
slim skirt and pants were designed for golf, 
with their action backs, very deep pockets 
and the zipper feature. With more space, those 
too could be played up. It would be fun to 
show the beige, accessorized with new coral 
tones, on a golf course, and if space per- 
mitted, even show mixed garments with the 
copper. 

In fact, I can think of many dramatic ways 
lLet us take 
this very same group and present them for 
golf alone by using the large board in the 
background as your golf club. If you have a 
good artist you might draw a country club 
in the background with the fairway in front. 
(risscross a few 


to present a group of separates. 


holes along the sides and 
show action figures ot golters at each hole 
sketched in the items of the group, using a 
different color scheme for each spot. 

An idea I like even better is to cover the 
entire board with fine artificial grass and use 
cut out figures pinned to the board with long 
pins so they stand away from it. You can 
get the effect of distance by making the low 
hgures larger and the other groups smaller 
as you go up. Some place in the middle you 
might have your fashion message, such as 
“Luscious, Crease Resistant Silks Add Pres- 
tige to the Fairway.” 

The togetherness of separates is a great 
stimulous for the displayman’s imagination. 


Schwartz Distributes 
New Illustrated Catalogue 


Bernard Schwartz & Co.. manufacturers 
and importers of decorative artificial flowers 
and novelties, 426 KE. 91st street, New York 
City 28, has announced a new catalogue 
containing their line of colorful and attrac 
tively priced artificial flowers, 
novelties for the coming season. 
a copy, 1f you haven't 
mail. 


foliage and 
Write for 


received one in the 


Sullivan Has Own 
Antique Shop 

Robert A. Sullivan, display 
Stampters Co., Dubuque, lowa, is an avid 
collector of antiques and owns an antique 
shop in nearby Galena, Ill. He has been with 
Stampters for ten years and display director 
the past two years. He studied at Heidelberg 
University, Germany. He was in Cincinnati 
recently visiting General Display Corp. 


Silvestri Studio Announces 
New Ad Agency 

Silvestri Studio, Hollywood, Calif. an- 
nounces the appointment of Borowick & 
Franklin Agency to handle their advertising 
program for 1960. 
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LIST PRICE 
$34.95 per set 


EACH SET CONSISTS OF 
2—3 Piece Poles and 7 Fittings 
| — Cross Bar 110 inches long 
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BRING OUT THE BEST 
IN YOUR WORK 


USE "The Quality Line” 
For Your Backgrounds 


Insist On B ul Lto “i 


107 In. Wide SEAMLESS Paper 


Available in 


FASHION-RITE 
COLORS 
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Free Color Card 
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DISPLAY CONTEST 


DISPLAY WORLD's big contest for 1960 is now underway. Decide now to take 
part. There are 65 merchandise and service classifications, and every dis- 
playman is eligible for the plaques and medal awards. This Twelfth International 
Display Contest — with 210 awards — will continue to prove an incentive to still 
better display throughout the world and to reward outstanding displaymen with 
tangible evidence of their ability. It is our belief that this recognition of meritorious 
work will benefit the entire profession, and we view it as one of our obligations to the 
field we serve. All displaymen are invited to participate. There are no restrictions. 


Top awards will be beautiful gold, silver and bronze plaques, and there will be gold, 
silver and bronze medals presented in each of 65 classifications covering every type 
of merchandise. In addition, a gold medal will be awarded each month for the best 
display entered in the contest during that month. Thus there will be a total of 


210 awards. 


Every displayman, no matter where, is invited to participate in this contest. There 
are no strings attached, no entry blanks, no slogan-writing; nothing is required but 
good displays. Read the rules carefully and get your entries started today . . . and 
keep them coming. The more entries submitted, the better your chances for 


international recognition. 











. Any displayman in the world may enter this con 
test; it is mot necessary to be a subscriber to 
DISPLAY WORLD. 

. All entries must be of displays installed during 
the year 1960, except those 1959 displays received 
after the December 31, 1959, deadline. 

. Entry is by means of one or more unmounted 
black-and-white glossy photographs, preferably 8 
x 10 inches in size. As many entries may be made 
as desired. No entries will be returned. 

. Each photograph must be clearly marked on the 
back with the name of the entrant, store, city, and 
contest classification. Example: ‘John Jones, Dex- 
ter & Sons, Kansas City. Mo. Classification No. 46."’ 
. All entries become the property of DISPLAY 
WORLD. 

. All entries must be sent to Contest Editor, DISPLAY 
WORLD, Cincinnati |. 


. Entries may be submitted at any time. All entries 


received during a given month will be judged for 


the monthly gold medal award for the “Display of 
the Month.” All entries must be received not later 
than December 31, 1960. Entries received after this 
date will be entered automatically in the 1961 
contest. 


. The entry judged best in its classification will re- 


ceive 3 points and a geld medal; second best, 2 
points and a silver medal; third best, 1 point and 
a bronze medal. The entrant who receives the 
greatest number of points will be awarded a gold 
plaque, suitably engraved; the one receiving the 
second greatest total number of points will receive 
a silver plaque; the third greatest total number of 
points, a bronze plaque. 


. Each photograph entered will be eligible for only 


one classification. 


. Judging for the annual awards will be done by an 


outstanding board of well-known display authori- 
ties. Their decisions will be final. 


. Judging for the monthly “Display of the Month” 


gold medal award will be done by the editorial 
staff of DISPLAY WORLD. Their decision will be 
final. 


. In case of a tie, duplicate awards will be made. 








Mail Your Entries 


to Contest Editor 
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Cincinnati 1, Ohio 





CLASSIFICATIONS 


Women's Dresses 
Women's Blouses, Sweat- 
ers, Sportswear 
Women's Coats, Suits 
Furs 

Bridal Displays 

Millinery 

Lingerie 

Foundation Garments 
Women's Shoes 
Women's Hosiery 

Bags, Gloves, Accessories 
Cosmetics, Perfumes 
Women's Bathing Suits, 
Beach Wear 

Women's Evening Wear 
Mother's Day Displays 
Children's and Infants’ 
Wear 

Teenage Apparel 

Men's Clothing 

Men's Shirts, Neckwear 
Men's Hats 

Men's Shoes 

Men's Robes, Pajamas, 
Underwear 

Men's Evening Wear 
Men's Sportswear, Bath- 
ing Suits 

Father's Day Displays 


- Yard Goods, Curtains. 


Draperies 

Notions 

Linens, Bedding 
Furniture 

House Furnishings, Rugs 
Paints, Wallpaper 


. Jewelry, Watches 


China, Glassware, Silver- 
ware 


. Toys 


Luggage 

Sporting Goods 

Musical Instruments, 
Phonographs, Records 
Radios, Television Sets 
Office Equipment, Sup- 
plies 

Books, Greeting Cards, 
Stationery 

Drugs 

Groceries 


. Candy, Nuts 


Liquor, Bottled Goods 
Hardware, Garden Sup- 
plies 

Auto Showrooms 

Major Appliances 
Minor Appliances 
Utility Service 

Bank, Savings Institution 
Photographic Equipment 


. Travel Displays 


Exhibit Booths 

Floats 

Spring-Easter Promotions 
Style Show Settings 
Civic, Institutional 


. Thanksgiving, Independ- 


ence Day Displays 
Special Event Promotions 
Christmas Institutional 
Christmas Merchandise 


. Christmas Interior 
. Christmas Exterior 


National Advertiser's 
Display Units 
Miscellaneous 
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JIFF-8-LINKS 


THE PLASTIG CHAIN THAT'S 
CHANGING GBSPLAY DESIGN 


es 
Dd 


Every day cr&oti . isplay men 
are finding npw@ses for Jiff-E- 
Links, the big hit of the New 
York Show, 


—Newly elected officers and directors of the Southern California Display Association . . . From left to 

right, front row: Nibs Gomez; Roland Silvestri, treasurer; Richard Jachim, vice-president; Edward C. 

Mitchell, president; Mel Keith, chairman of the board; and Art Alvarado .. . Back row: William Haber, 
Bernard Jacobs, George Krotz, Fred Bower, Lee Domez, and Joseph Blatt, secretary— 





Mitchel Elected 
New SCDA President 


Edward C. Mitchell, assistant display di- 
rector of Ohrbach’s-Wilshire, Los Angeles, 
assumed office as president of the Southern 
California Display Association during the 
annual election of officers meeting held Tues- 
day night, January 12, at the Eleda Restaur- 
ant in Los Angeles. Mr. Mitchell succeeds 
Mel Keith, display director of Phelps Terkel, 
Los Angeles. 

The new president will be 
display director of Ohrbach’s new LaMirada 
store which 1s slated to open in the fall of 
this year. He has been with the firm 
1953. 

As immediate past president, Mel Keith 
automatically moves in as chairman of the 
board. Other officers elected include Richard 
Jachim, manufacturer's representative, vice 
president; Joseph Blatt, Advance Printing 
Co., secretary ; and Roland Silvestri, Silves- 
tri Studio, treasurer. 


association's 


since 


Newly elected members to the board of 
directors are Art Alvarado, Saks Fifth 
Avenue; Fred Bower, Barker Brothers; Lee 
Domez, Robinson's Beverly Hills; Nibs Go 
mez, Sears El Monte; William Haber, free 
lance display; Lee Hansen, free lance; Ber- 
nard Jacobs, B. A. Jacobs Display; and 
George Krotz, manufacturer's representative. 

SCDA’s annual Christmas party, entitled 
the “Snow Ball,” snow balled to a rousing 
attendance of 234. Over 100 gifts were do- 
nated by retail stores and manufacturers for 
door-prizes. Dinner was followed by danc- 
ing. Mr. Mitchell was in charge of arrange- 
ments. 


Vilimas Display Wins 
Trip to Florida 

Louis Vilimas, display director of Pogue's, 
Cincinnati, won the second prize, a two-week 
vacation in Florida, in a recent sport shirt 
display contest sponsored by Alfred of New 
York Shirt Co. He plans to take the trip 
early in June. 
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Aluminum Screens, Grilles 
In 16 Attractive Designs 

Morris Kurtzon, Inc., Chicago, is the na- 
tional distributor for Karvalum screens and 
grilles of anodized aluminum. These sturdy 
decoratives offer unlimited possibilities in 
window and interior displays as well as 
store exterior and interior decor. 

There are two stock screen widths, 3 feet 
and 4 feet, and one stock length, 8 feet. Stock 
thicknesses are %-inch and %-1nch. Other 
sizes and thicknesses are available for cus- 
tom situations. 

Sixteen standard designs are available for 
specification and others can be reproduced 
on a custom basis. Five standard finishes are 
available: gold, bronze, brass, copper and 
natural satin. Colors such as green, red and 
blue as well as other colors may be specified 
as custom work. 

For interior applications such as dividing 
walls, partitions, display backgrounds, and 
for some exterior applications, standard win- 
dow mullion units can be used. In high ceil- 
ing areas floor mountings are suitable. 

Kor complete information and a descrip- 
tive brochure, write to the firm at 1420 South 
Talman Avenue, Chicago &. 

—— 


New Sprayon Adhesive 


Serves Many Uses 

The development of a new type of ad- 
hesive in a pressurized spray can has opened 
many new areas of adhesive usage. This new 
spray-on adhesive, known as Quik Stick, ts 
colorless, odorless and non-toxic. It can be 
used to hold any smooth surface, i.e. paper, 
plastic, photographs, news clippings, artwork, 
proofs, blueprints, etc., to any other smooth 
surface. Since Quik Stick is a pressure sensi- 
tive type of adhesive, materials to which it 1s 
applied may be removed and replaced in 
different positions or on different surfaces 
many times, but still retain their adhesive 
coating. Quik Stick is available through 
stationery, art supply and photographic stores 
or directly from Hudson Photographic In- 
dustries, Inc., Croton-on-Hudson, N. Y. 
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German Display Schoo! 
Offers Varied Training 


Students at Das Schaufenster, Berlin, not only get 


theory but practical application through designing 


and constructing displays of many types of merchan- 





dise in stores throughout city . . . Note effectiveness 


of abstract poster design in these small windows 
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N 1950, a private school for display called 

Das Schaufenster (The Show Window) was 

established in Berlin, Germany, under the 
direction of Ludwig Netz, a distinguished 
displayman with a thorough knowledge of 
the profession gleaned from many years ex- 
perience with some of the finest stores in 
West Germany. 

At present, this school has eight qualified 
specialists teaching students in day and eve- 
ning courses of two semesters. The course is 
a thorough and extensive one, consisting of 
theoretical and practical instruction. The 
school has 2,000 color slides at its disposal 
with which to augment its lectures. 

Qf particular interest is that the 
does not limit its training to the usual sub- 
jects but also trains the student in creating 
displays for diverse merchandise 
foods, bakery goods, optical 


school 


such as 
watch 
and 


goods, 
and clock display as well as fashion 
household goods. 

Thus, the graduate can be considered tully 
qualified for any display situation that may 
contront him, rather than being a specialist in 
The stu- 
dents have the opportunity to gain valuable 
experience 


only a few types of merchandise. 


during their schooling through 
the designing and constructing of displays 
ot all 


small and large, throughout Berlin. 


kinds of products in various stores, 
Several 
examples of the typical smaller windows that 
are alloted to the students are shown on the 
opposite page. 

rather 
tall, 
Here 
the solution is grouping the vases on stands 
of varying heights to break up the size mo- 
notony The 
stands are made trom rectangles of corru- 
gated cardboard formed into tubes and sta- 
pled (paper clips at top and bottom would 
also work). Circles of glass or plastic sup- 


White porcelain vases of 


height 


ig. |. 
uniform to be displayed in a 


narrow window creates a_ problem. 


and to add vertical emphasis. 


port the vases. One grouping emerges from 
a cut-out circle in a floor-to-ceiling piece of 
reintorced black felt suspended in a slight 
told to allow for the grouping. The Rosen- 
thale trademark height interest 
guides the eye back to the merchandise. 
Fig. 2. The three-dimensional poster effect, 
which characterizes all of these displays, is 


adds and 


accomplished here by diverging horizontal 
lines on the back wall to a blossom of satin- 
over-wire trom which two hosiery-clad leg 
forms emerge gracefully. Hosiery is draped 
on descending T-stands and is left in brand- 
identified packages below. 
Fig. 3. From the white-on-black illustra- 
tion at center descends several phonograph 
records attached to white circles and sup- 
ported in the are on two strands of heavy 
wire. A simple but effective record window 
with limitless possibilities for elaboration. 
Fig. 4. You would swear that these books 
were suspended in a complicated string sculp- 
ture but actually the design is drawn on the 
dark back wall. Only the three books are 
suspended. Who ever said that books can't 
be displayed so as to attract attention! 
Fig. 5. Boxed cigars can be arranged in 
attractive ways without stereotyped, 
as this display proves. Why not try some- 
think like this for Father's Day? The grid 
background and the snaking rope adds suffi- 
cient interest to assure reasonable success. 
Fig. 6. Black and white contrasts can be 


being 
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— Ludwig Netz — 


just as appealing in cosmetics displays as in 
feminine merchandise, as this display 
reveals. The abstract flower was cut from 
white paper and pasted to the black back- 
ground. Three strings from the paper bottle 
focuses attention on the three bottles in or- 
iginal boxes perched on similar blooms hid- 


less 


ing rod stands. 

Fig. 7. A spiral of wire descends from a 
cut-out cone and the prominent trademark, 
but it is flat against the wall—it only looks 
three-dimensional. Three also 
attached to the wall along the spiral. Again 
the corrugated stands are used to hold the 
circles. An island of 
white scatter unifies the entire presentation 


shoes are 


shoes on telt-covered 


Group Combines Talents 
To Form Display Studio 

Several prominent display designers, ar 
tists and specialists have joined together to 
form John Tucker Mertz Studio, located at 
449 Amsterdam avenue, New York City. 
Included in the group, in addition to Mr. 
Mertz, who heads the organization, are the 
following: Vera Klement, Jeri Cohn, Don 
(;eary, Warren Herron, Karen Zimmern, 
\lan Steckler, Carl Woodcock, Jack Bau 
mander, Joseph Costanza, lan Forrest and 
Joseph Besher. 

The firm offers stores the opportunity “to 
draw on the resources of a large number of 
designers and craftsmen of varied talents 
and skills” and will provide “a personalized 
service with your problems and desires in 
mind—rather than ‘shopping off the shelf at 
a ready-made display organization.” 

Coming together from various display 
firms, the group claims that their work has 
appeared in various top stores in New York, 
(Chicago, Los Angeles and Dallas. 


New Wig Brochure 
Now Available 


Herzberg-Robbins, Ine., 110 30th 
street, New York City 1, now new 
brochure on mannequin wigs available upon 
request. There are many new styles includ 
ing the coifs and some of the longer casual 
hair styles. 


West 


has a 


Carl Heidt Joins 
Display Equipment Co. 

Carl M. Heidt, no stranger to the display 
trade and profession, recently joined Display 
Equipment Co., Chicago, as salesman. He 
will cover the five-state area of lowa, Kansas, 
Colorado, Nebraska and Minnesota. 
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REDUCES COST-IMPROVES 
THE QUALITY OF YOUR 
CUTOUT WORK 


CUTS DESIGNS OF ANY SIZE IN AL- 
MOST ANY SHEET MATERIAL ... 
The Cutawl starts cutting anywhere — 
makes its own starting hole. The mate- 
rial remains stationary; only the Cutawl 


‘ 


is moved. Exclusive “swivel blade ac- 
tion” makes cutting even intricate de- 
signs almost effortless. Requires little 
training to operate. 


EXCLUSIVE FEATURES 


@® Faster Cutting Speed 

@® New Hi - Power Drive 

@® Lighter Weight 

@ Adjustable Guide Handles 
@® Front Panel Blade Controls 


@® Recessed Guide Lights -- 
Dust Blower 


@® Rugged, Compact Design 


30We 


local 


Write for catalog price sheet 


— and name of dealer. Actual 


demonstrations given on request. 


INTERNATIONAL REGISTER CO. 
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IDEAS FOR 
BUILDING SALES! 


VUE-MORE, 601 W. 26 St., N.Y. 1 


Rush a copy of your new Catalog 
Name 

litle 

Company 

Address 


(ity 
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A terrific new catalog 
describing the com- 
plete line of VUE- 


tables and BREVEL 


animation motors. 





Write for your copy today. 
Use the handy coupon above! 


ALN 
WY 
VUE-MORE Turntables ore: 
QUIET PRECISION MADF 
DEPENDABLE GUARANTEED 
TROUBLE-FREE VERSATILE 


UL APPROVED 


And For Your Animated Displays: 


Quiet, versatile, efficient Brevel 
motors are designed for maximum 
power and precise movement—-yet 
compact enough to be used in any 
motion display. Write for details. 


VUE-MORE CORPORATION 
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MORE display turn- 
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an Editors Comment 


(Continued from page 10) 


my three gold medals, he called a special meeting 
of all the buyers and executives and then 
presented them to me. I am very proud to have 
done so well in the contest, but I do believe 

Mr. Gilmore was more proud of the medals than lI. 
He is very display conscious and will back us up 
in anything we wish to do display-wise, making 
this a very interesting job." 

At the recent convention of the National 
Retail Merchants Association a survey revealed 
that eight of ten retailers in attendance will 
renovate or decorate downtown locations. Only 
one in five plans to invest heavily in capital 
improvements in 1960, but two-thirds of those 
planning heavy expenditures will build branches. 


A recent issue of Stores magazine, 
published by NRMA, reported that a similar survey 
indicated that 25 per cent of the reporting 
stores found it necessary to increase their 
downtown space in the past 12 months. The 
average store doing less than $2 million in annual 
volume spent over $20,000 on modernization in the 
past year, and stores doing over $20 million plan 
to spend an average of over $2.5 million each on 
downtown modernization in the next five years, 
the survey indicated. 

Whether the displayman will be consulted 
when it comes time to plan this modernization 
program will depend upon the attitude of his 
store, which, in turn, will depend upon the 
degree to which the displayman can speak with 
authority on the subjects of interior layout, 
decor and fixturing in addition to Knowledge of 
window and interior display requirements. Now is 
the time to prepare yourself on these subjects by 
Studying all available sources. 

Please note the changes in categories in 
the 1960 International Display Contest as listed 
on page 48 of this issue. There were several 
additions and deletions based upon number of 
entries or lack of them in several classifications 
of the 1959 contest. 


Cordially yours, 


Vay 


DISPLAY WORLD 





Showcard Machine Executive 
Dies Suddenly 


His many friends in the display industry 
will be saddened to learn of the death of 
A. T. “Art” Nelson, on December 27, 1959. 
As sales manager for the Showcard Machine 


— A. T. & — 


Co., Chicago, Art was well known in all 
parts ot the country. He was in attendance, 
as usual, at the NADI Market Week earlier 
in the month. 

He was a native of the Middlewest, born 
in Kewanee, Ill, 57 years ago. He was with 
Showcard Machine Company for ten years. 
He died at his home in Oak Park, Ill. Mr. 
Nelson ts survived by his wife, Mrs. Lorna 
Nelson: his son, Richard A. Nelson, and his 
daughter, Mrs. Barbara McKie. 


Pollack Purchases 
Madisonia Manikins 

George W. Pollack, formerly a steel and 
aluminum warehousing executive, has pur 
chased Madisonia Manikins, Inc., 152 W. 
25 street. New York City, from Irwin 5S. 
Rhodes. Mr. Pollack, a resident ot Brooklyn, 
had been a principal owner ot Schwarz & 
Cohn, Inc. In acquiring control of Mad- 
isonia, Mr. Pollack told a DISPLAY 
WORLD reporter, “We plan to continue to 
expand our mannequin rental and = repair 
business 1n markets which now are finding 
the use of mannequins essential to commer- 
cial displays of many types.” Mr. Pollack 
cited widened use ot rented mannequins by 


| 


| 


i 


' 


automobile manufacturers, home builders or | 


model home displays, banks, appliance man 
ufacturers and trade show exhibitors. 

Mr. Rhodes, formerly a private camp di- 
rector, has purchased the Deerkill Park 
Country Club, Suffern, N. Y., consisting of 
2 housekeeping cottages together with chil- 
dren’s camping, adult recreation and enter- 
tainment facilities. He plans to devote his 
entire time to making Deerkill Park one 
of the finest resorts of its type in this New 
York vacationland area 


Nichols Promoted 
By Retail Reporting Bureau 


The appointment of Mr. William Irving 
Nichols to serve as Sales Manager of the 
Retail Reporting Bureau, New York City, 


was announced today by Hanford S. Weil, 


Executive Vice President. Mr. Nichols, who 
has been associated with the Bureau since 
its founding in 1930, is widely known in the 
retail department store and newspaper field. 
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WIGS REDRESSED 


disheveled mannequin wigs can look 

fresh and new redressed by our experts 
50 simply mail to: 

DISPLAY WORKS 


€a- jeddo, michigan 











ONLY FLAIR 


HAS THE PHANTOM 


-ANKLE- ROD"! 4 


15 W. 18th STREET NEW YORK 11, N. 








IMPORTED MATERIALS 
FROM HONG KONG AND JAPAN 


for window and interior 


@ SPECIAL DISPLAYS 
@ PERMANENT DECOR 








Versatility and distinctive beauty unlimited 

. ready for instant adaptation to 

your own ideas and designs. Natural and 

lacquered finishes. Many other imported 

items, not shown, including furniture, 

chests, lamps, solid brass hardware, room 
dividers, figurines, wall decorations. . 

in fact, you name it, we have it! 

Samples sent for inspection at nominal 

cost... refunded when returned. Write for 

complete information and prices. 











ORIGINALS 





RITTS CO., Dept. DW-3, 222! S. Sepulveda, Los Angeles 64, Calif 





ws Snot we abiientens "| WOOD and PLASTIC LETTERS 


From 3 Inches to 8 Feet 
Use the "OVAL MAKER" for Quick Layout AND SPECIAL SCRIPT 


All styles and sizes. Custom signs — Window — Store 
Directory — Desk — Trade Mark Reproductions. 


— Interested in Salesmen and Jobbers — 
804 W. MAIN ST. 
DISPLAY CRAFT = POnrano ino. 


FOR DISPLAY MANUFACTURERS & JOBBERS 
Products of Styrofoam 
Manufacturing and Processing 

(Patent applied for) | Write fer Coteleg 
ONLY $12.95 — ORDER YOURS TODAY! | FOLIAGE CO. OF AMERICA 
ACE SIGN SUPPLY 70. cit. Coir. | ey Se 




















@ WHEN WRITING ADVERTISERS PLEASE MENTION DISPLAY WORLD e 





NATURAL PREPARED 
FOLIAGES , WOOD 


TROPICAL 
ACCESSORIES 


+ CALIFORNIA 
¢ FLORIDA 
¢ PHILIPPINES 


AVAILABLE AT YOUR 
DISPLAY SUPPLY HOUSE 


Benson Company 


202 E. Pacific Coast Hwy. 
Long Beach 6, Calif. 











“DISPLAY LETTERS 


Wood letters for interior displays and 


directional signs. ..all styles and sizes 
in stock ready for immediate ship- 
ment. Write for catalog, price list. 


SPANJER BROTHERS 
1160 N. Howe Street, Chicago 10, Ill. 
Halsey Road, Parsippany, N. J. 


WINDOW DISPLAY 


State Approved Certificate Course, Day or Eve. Appr. 
for Vets and roreign stuaents Ine only thorough 
professional course in N.Y CC. Free placement 
REGISTRATION OPEN — ENROLL NOW 
PAN-AMERICA ART SCHOOL 
316 WEST + gp STREET, N.Y.C. PL. 7-0064 


Our Gredectes ore in Demand 


Manhatten 


wood letter co. 


‘meoanroeavesn 














151 WEST (8th -... NEW YORK II, N. Y. 
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BLOCK’'S: INGENIOUS WALL 
TREATMENT ADJUNCT TO DISPLAY 


I ontinued yr mn page | ri 


chandise is arranged in plastic drawers witl 
Featured merchan 
\ Hoot 


tiling semi-wall serves as a partial divider 
tor the 


necessary labels on them 


1s displ ive d on to pol the cases. 


department and suggests privacy 


l hus semi wall has a pattern oft white wood 


‘risscross trim. overlaid on painted wood 
] 1 
AnNKING 

\n ettective a spotlight 


dlesk 


additional touch 1s 
ash registel 
the entrance to 
higl 
In aqua-tint plank 


at thre 


ctive panel marks 


salon. It is a ceiling pane] 
glass tramed 


pane] 1s placed end Or one of 


and serves as background tor 


ASCs 
(Jn h Aalst Sic 1 the panel, 


featured 


costumes al 

\n unusual 
nannequins hi a bridal pr 
center of the ALON 
carpeted floor. A 


toward the 


, | +] 
cession throug! at 


Mannequins stand on the 


mannequin in bride's attire stands 


I attend ants, 11 


1 each side hehians 


+ +7 
iy4 
TOCaL 


mit uppel 


ment mw execute 


ported by wood Posts and extends 


ot t he 
\\ brat 


edge wall cases. The inner w: 


oOutel 


is pated and decorated with wire an 


plastic wheels, free form tish and boats 


and ats for toddlers are hung in 


Tenses 
racks hel 


} 


lavette section, the naie 1S Sp lled 


cuit with bylune letters mounted on white 


pale 


lozenges which are trimmed with wire scroll 
ing and attached to upright mounted poles 
this 


1s carpeted ae pale 


section 1s in pink and blue 


blue 


(oloring tor 
The Hoot 
hate dots 


with tiny 


Displays are on open shelves and on thx 


ylass tops ot tiered floor cases. Beyond, be 


hind a partial wall, is the intants’ turniture 


department with merchandise displayed = on 


wall shelves 
television department, 
Hoor 


These 


In the radio and 


records are displayed in cabinets de 
selt 
natural wood and plastic 


signed tot selection. cabinets are 
laminate 


cabinets 


ot metal, 
\ record 
stands 
These 


items at the 


fixture with sliding door 


against the floor-to-ceiling semi-wall 
displays of teatured 


This department ts Hoored 


cabinets permit 
top 
nm terrazzo 


The upper wall in the notions department 


gives the impression of continuous hangers. 

loset 
and hat boxes are arranged 
sofht. 
pertorated board and ad 


merchandise such as garment bags 


sectioned wall 
cases below the Seli-selection fixtures 
consist of wood, 
glass shelves. They display notions 


Drawer tronts and sliding 


justable 
to tull advantage 
that 
laminate. 


doors conceal torward stock are ot 
plastic 

\ structure in the curtain and drapery de- 
partment has a soffit surmounted by a series 
of halt circles of wood on which are painted 
lowers in outline. The soffit 
featured 
lighted from 
forms a 


space below the 
displaying 
curtains. These “windows” are 
behind. The structure false wall 
to the department. Stanchions from floor to 


simulates windows tor 


ceiling are used for display of curtains, val 
ances and shutters. Draperies are displayed 
ina well-lighted wall area on one side of the 
department, as built 
column. Drapery fabrics and find- 
arranged on floor fixtures of off- 
and natural wood. 

\ wall silverware is 
mounted against a wallpapered wall in two 
Molding around the 
Is repeated around the case, and both mold 
The silverware pat 
mounted and labeled, and the dis 
hehted Floor 


burnished wood are 


well as on a structure 
around a 
ings are 
white 


display case tor 


shades ot brown. wall 


Ings are painted gold. 


terns are 
play Is trom above. 


Cases 


metal, glass and placed 


in tront of the display and chairs upholstered 
in blue are set in front of them for 
blue ot the 


stripe on the 


Customer 
convenience. The 
blue 


| 
the mounted 


upholstery re 


wats a wall cases above 
silverware 
and glass depart 


lhe sign tor the china 


ment has the name in gilded letters mounted 
to stand out trom a planked upper wall. Thy 
lanking is finished bisecting tones of off 
White 
sign has an 


\ double blue 


wall encloses the 


and white. 
angle to. the 


painted on it. 


| 
white, tan planking at an 


abstract design 
molding set 
ign. A blue 
Below are 


out 
sotht 


shelves 


trom the 


throws light up onto it. 


tor the display of china, each pattern dis 


, | | | ro 
played im its own individual section of the 


shelt area. Fluorescent lighting behind glass 
lights the 


the shelves are 


trom above Below 


blue 


panels shelves 


pale cabinet doors 


in natural wood. 


Housew 


sional upper 


Iramed 
three-dimen 
sign treatment, as 
well as attractively displayed goods that at 
tract 
fective 
of the is almost superfluous 
Fon paint 
housewares department, the 


ares sections have 


walls and 


customers trom atar. In fact, so ef 
is the treatment and display in some 
shops, the sign 
example, in the section ot the 
sign 1S an octa- 
Pon painted 
black dotted 

kach shop is an individual, 
the wall and 
background tor the display o 
and 


Block s customers in their Glendale 


vivid colors with a tracery of 
lines—and no lettering! 
but tor eacl 


treatment decor serves as a 
t beautifully ar 
teatured merchandise to 


ranged attract 


ST Te 


Convention Planners 

Plan Convention 
Nearly 20,000 

executives who 


and 
conventions, 


association 
plan 
and trade shows across the nation 
are expected to attend the three day Inter 
national Convention Planning Exposition at 

November 28. 
hotels, convention centers, air- 
lines, railroads, lines, sup- 
pliers and concessionaires, and state and city 
convention bureaus. 

The annual dollar conven 
tion industry is now estimated at $1,678, 
880,000, including $400 million for transporta 
tion to and trom = convention and 
$78,800,000 spent for shipping and display ot 


corporation 
business 
meetings, 


las Vegas, Exhibitors will 
consist of 


bus convention 


volume of the 


sites, 


products at convention and business shows 
The convention now ranks 35th 
among the nation’s industries. Succeeding 
expositions will take place in other parts ot 
the nation. 


business 


(;eneral offices for the [I.C.P.E. are at 8&8 


South Dearborn street, Chicago. 
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THE DISPLAY EXECUTIVE... 
EVERYTHING IN ITS PLACE 


[Continued from page 27] 


remodeling was sand-blasted and rubbed up 
Some interior paneling also retrieved from 
to bring out a fine design, then touched up 
and highlighted to produce an embossed 
effect. The panels have been used dramati- 
cally in white brushed with gold, tor in 
stance, at Easter and for weddings. 


Just as space is where you find it, so 
props are where you find them, and some- 
times they take shape inside the display- 
man's head. In addition to ready-made props 
and those developed by his staff, Mr. Payne 
is eternally on the look-out for unusual 
items. These he says are trequently tound 
in the most unlikely places ...a cigar-store 
Indian, a giant tree trunk, a sun dial, a 12 
foot-diameter grid world in two halves, 
stored one half inside the other . .. and so 
on, ad infinitum. 


Some miscellaneous hints and tricks relat 
ing to props may be welcomed: 

© Long objects that will not buckle re 
quire little space when standing on end 
secured to posts or to bins. 

@® Corrugated board is used. plentitully 
tor protection of breakable props. 

@ Trees stand together in individual 
wooden bases. and are covered with protec 
tive paper or cloth. Vines are laid = on 
lengths ot wire mesh. 

@ Draperies on long garment racks will 
stand almost flat at the ends of bines. 

@ Crates in which imports arrive are kept 
intact with their rope, for import promotions 

@® Granulated vermiculite is used tor earth 
because it is dry and clean, and leaves no 
residue. 

@® Table tops of varied shapes have inter- 
changeable legs of varying lengths and 
shapes, and all are made in the shop. Dzit- 
ferent finishes furnish endless newness. 

@ Some props are made with paper, and 
painted to look real: a partly burned log, 
pipe-organ pipes, an authentic British crest 

@ A 500-pound man-eating clam is made 
of rubber, painted to look real, and weighs 
only 5 pounds. 

@ Pecks of “diamonds” are kept in an 
umbrella stand. 

@® A magnificent horse with reins and 
saddle is jet black with white forelegs, or 
all white, or at other times a bay, or a dapple 
gray 

And literally hundreds of other equally 
ingenious contrivances! QOut of this wealtn 
of ideas and material resources the skilled 
craitsmen of Woodward & Lothrop’s display 
shop develop 24 or more new window and 
interior displays nearly every week of the 
year. 


Plexiglas Sign Letters 
Up to 72 Inches Tall 

Amplex Plexiglas Letters for store iden- 
tification signs come in sizes from 3 inches 
to the huge 72-inch letters. A variety of styles 
are available. Don’t overlook the possible 
use of these letters in displays as_ props. 
Write to Amplex Manufacturing Co., 2325 
Fairmount avenue, Philadelphia 30. 
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SEA 
SHELLS 


FROM THE SEVEN SEAS 


Largest Assortment 
Immediate Delivery 
NEW CATALOGLE 
Your Jobber or Direct 


MALROS CO. 


The House of Colors 


yt Box 289 Duties 00 3 


AM 


COUNTER DISPLAY STANDS 


Adjustable Easels—-Aluminum, 2” high, for small No. 650—All Purpose Display Easel—Covered in resilient 
ard-to-display items $2.25 Doz. white plastic, 4” high $2.40 Des. 
Plate Stand—Nickel plated, 3” high, display any No. 655—Larger version of All Purpose Display Easel— 
shape plate securely $1.68 Doz. white plastic covered, 6” high $4.20 Des. 
Same as No. 710 finished in brass (not shown). No. 700--Plate and Tray Stand—Holds plates or trays 

$2.10 Doz. 6” to 18”, brass finish $2.70 Dos. 


Jobbers Inquiries invited 
ROBERTS COLONIAL HOUSE, INC. ©® 300-D East 152nd STREET © HARVEY, ILLINOIS 


From al” x 2” furring strip 
| | M B kK R toa 12” x 12” Timber. 

















Masonite Cut to vour specifications by one of New York’s 
Celotex LARGEST and most DIVERSIFIED Lumber Companies. 


Mouldings © FAST SERVICE e 


Homasote T U L N O Y LUMBER 
Plywood L & TRIM CO. INC. 
: 17 Ridgewood Piace Brooklyn 27, N. Y. 


Glenmore 5-414} 
There are more Special Items in this MODERN Lumber Yard than in any other in New York 


IMPORTED HAND - CRAFTED 
ORIENTAL BRASS HARDWARE 


for window and interior 


e SPECIAL DISPLAYS 
e PERMANENT DECOR 


Beautifully hand-engraved in the Orient by skilled 
artisans to provide greater authenticity and eye 
appeal for your oriental settings ... to add an 
accent of Far Eastern elegance to permanent dec- 
orations . . . as items of prime interest to profes- 
sional interior decorators. Included in this rare 
line are hand-engraved or plain styles in polished 
brass, also antique silver-on-brass, with all types 
lacquered to resist tarnishing. 
Write for free color illustrations. Hardware sample 
| of each finish included for$1. Money back guarantee. 


Upson Board 














RITTS CO.., Dept. DW-2, 2221 S. Sepulveda, Los Angeles 64, Calif, 











NEWSGRAM 


By GABRIEL VALENTI, Managing Director 


NATIONAL ASSOCIATION OF DISPLAY 


INDUSTRIES 








New York: At 


Show Committee, 


UNE in a mid-January 
meeting of the plans 
formulated for the coming Christmas 
NADI. The 
chairmanned by Gordon 


» » 
w dates were set at June 18-22, a 


onsored by the com 
lon Was 
Ket! at 
Saturday opening and a Wednesday closing, 
from the usual Sunday through 
schedul 

The New 
Building, from the second 
floors. And, to fill demands tort 
spaces and high ceilings, we will 
hie Hotel New Yorker on the 

ond floor. This is the ballroom level 
lhe theme for the Christmas Market Week 
vill be “Holiday House.’ Hospitality 
with Yuletide “at-home” will be tea 
Prizes will be offered based on draw 
tickets lett by 
either 


sites will he used 


" 
STOW 


areas 
motits 
tured 
registrants on 

Further 
announced 


megs ot punched 


departure trom show sit 


and developments wall be 
Newslettes In the 


our calendat 


details 
next meantime, 
now to come on to out 
liday House” this June 
—NADI— 
January in Chicago: Puring th 
24th, Exhibitors of Chicago, a 
trade group, held its Summer Market at the 
Morrison Hote Shown to the trade 


Cre UMC I 


week Oo} 
lanuar\ Style 
retail 


apparel and accessories tor 
and children 

Market is a 
whi h speakers On sub 
This 
xhibitors extended an invitation 


NADI, to 


retailing 


C rie events ot the 


Breaktast Forum, to 
sects of interest to retailers are invited. 
time Style - 
to me, as a representative ot the 
tell about our tunction in_ the 
picture 

lhe presentation was based on a talk en 
titled, “The of the Store,” 
a showing ot colored slides of backgrounds 
that could be 


tively tor 


Taste followed by 
used to display fashions effec 
The slides were 
through the courtesy of 
Schleimann-Borgos, New York City, mem 
bers of NADI. NADI Buyers’ Guides were 
distributed to those present. A portion of the 
talk 

There are three things that will 
deny strongly. One is that they do not have 
humor. Two 1s that they do not 
have taste And, lastly, that they have not 
had their share of troubles and problems. 

We are in step on all three counts—but 
we ll just two. The one on humor 
we'll skip. They say that if you laugh before 
breakfast, before night—and I 


coming seasons 


made available 


follows 


people 


a sense ot! 


discuss 


youll cry 


56 


dont want to be 
that 
First, talk Then 


touch on a few problems that beset us. 


blamed for anything like 


we'll 
Yes, 


we have them in our industry, too, just as 


we ll about taste 


you do 1n yours. 

Taste is important to all of us 
us individual identity. It sets the person 
apart from others. It makes the individual 
feel that he is distinctive, different and un 
like anyone and 
give the person the satistaction he 
seeks 

In the final are at 
tracted by taste in its various aspects, and, 
added role of innovators, 
creators or vendors, we are tastemakers when 
we select a product line and later when we 
sell the line selected. Ask the consumer why 
he purchased an item and he will say that 


It gives 


else. Design, decor color 


taste 
analysis, all of us 


if we have the 


his choice was determined by visual beauty, 
display and good taste, the taste cvcle you 
started 

The degree and trequency in which we ar 
how well we do as 


tastemakers determines 


pacesetters in whatever we sell, and, by the 
same token, how well we do on our operating 
For, after all, your 


statements. pood taste, 
transmitted to the 


taste 
nothing but good merchandising 


consumer, is 
(,ood taste 
right items, 
and selling 


good 


is a matter of selecting the 
showing them in the right 
them at the right time 

\ tastemaket He does 


it by inducing people to change their wants 


Way 
is a demand maker. 


He convinces that what was smart yesterday 
is no longer in tashion and in style today 
The call it 
This approach to creative selling does not 
Rather 


“phrasemakers”’ obsolescence 
run counter to our economic system, 
it is an expression of it. It is just a case of 
distribution trying to catch up to production. 

You as components of the fashion industry 
are leading tastemakers. Taste in your in 
dustry is everything. The taste of the con- 
sumer 1s demonstrated more quickly by the 
type ot clothes and worn than 
by any other external trappings. 

We, in display, are closely allied to the 
fashion industry. In fact, we're not only in 
the same regiment, we're also in the same 
platoon. We are tastemakers, Particu- 
larly over the last 30 years, we have played 
a major role with you in raising the taste 
level of the Display provides a 
bridge in the long span between designer and 
the buying public. Change the mood or the 
line and silhouette, or make popular a new 


accessories 


too. 


consumer. 


type face and figure, and we come in to 
complement your creations by giving them 
settings, styling and splendor in store dis- 
plays. Visual styling and visual merchandis- 
ing are inseparable from good quality. Dis- 
play mirrors the good life and spurs con 
spicuous consumption. 

Yet, sometimes this bridge between display 
and tashion has a gap. That's one of the 
problems I said J would touch upon during 
the introduction. It is this: liaison is not 
what it should be between us to give drama, 
showmanship and excitement to sales ef- 
forts. This liaison should reach from all 
quarters on your end, from design to sales 
promotion, from large merchants and small 
merchants, over to every quarter in display 
in the stores and over to suppliers. 

Some of our larger stores sometimes miss 
on this factor by bringing in display person 
nel very late into sales planning 
Display’s contribution is 


sessions 
thereby lessened 
lacking. Yet, we all know ex- 
amples where display ideas introduced dur 
ing early 


liaison 1s 


planning set off successful, com 
plete campaigns for stores during which every 
part of the sales promotion operation was 
coordinated to the fullest. 

Many seasonal promotions that were out 
standing builders first light 
of day in display departments and in display 
houses. One move towards a solution would 
be if promotion personnel shopped display 


sales saw the 


markets, and, to complete the cycle, if display 
personnel had a look at more fashion open- 
Most important is that buyers and 
merchants meet with display staffs upon re- 
turning trom the Market to outline plans for 
selling new fashions and 

We are becoming increasingly aware of 
the importance of this type coordination be 
tween fashion and display within our display 
association. To start our own cycle, we 
formed recently a Fashion Merchandising 
Advisory Committee to work on getting 
closer “tie-ins” by display houses with what 
is coming up in the world of fashion. In 
that way, we can concentrate on creating 
displays that will blend with and enhance 
new tashions in every respect. 

To bring the focus into an area closer to 
us here at the Morrison, the problem for 
stores in smaller either too little 
display, or inadequacy of display settings to 
create mood and desire. “Too little display” 
generally stems from the fact that the mer- 
chant has not availed himself of the services 
of an expert displayman, who does windows 


Ings. 


accessories. 


cities 1s 
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for several accounts or, 1f he has, his budget 
is so low or so rigid that about all the free- 
lancer can do is to scatter autumn leaves on 
the floor, or spray snow-flakes on the window 
—the result is no atmosphere and lost sales. 

Then if the merchant is a “do it yourself” 
type, what goes in the window might be too 
commonplace or too shabby to create at 
mosphere. The same properties and effects 
used for years are used again. There 1s 
nothing new to back up the new product line, 
so everything looks dated to the passerby, 
even the merchandise. The 
reputation of the store suffer. Missed are 
the benefits that this inexpensive form oi 
advertising can bring as the perfect medium 
for promoting any type of fashion. The 
smart merchant should follow high standards 
of display for his store. It 
fective, least expensive form of advertising. 

If your windows lack an atmosphere of 
stvle, of smartness, and do _ not 


taste and the 


is his most et- 


have a 


fresh look, you pass up a great opportunity 
to move merchandise. Fashion, to be sold 
successfully, must be shown in an. at- 
mosphere of luxury and great elegance. The 
only thing that turns people away is dullness 
and sameness. But, with imagination, with 
atmosphere to highlight merchandise 


as $995.00. Fashion 
nor does imaginative display. 


carries no price tag, 


This “trading-up,” however, 


backed up with taste in merchandising, 


otherwise you will waste natural advantages | 
that are yours as specialty stores or depart- | 


ment stores. 
buying will give way to luxury buying. 
criterions will be style and taste. 


New 


displays. They are your store's best 
builders dollar for dollar. 


AMEDICPLAY PARADE W249 by buck 





AFTER BEING PISCHAKGED FROM 
THE ARMY WHERE HE SERVED 


BeGan HIS DISPLAY PROFESSION 
AT WATT & SHANP, LANCASTER, PA. 





and | 
create desire, $19.95 can be just as tempting | 


And, with all | 
the signs pointing to “upgrading” and “trad- | 
ing-up” in selling, $99.95 will be more like it. | 
has to. be | 


We are 1n a period where price | 


Don't miss | 
the opportunities ahead by stinting on your | 


sales | 


g > 


“é ‘ | Vip 
Vy LL M44 he 


THE VERSATILE/WALKING 


SHORT FORM 


Ail 


IN JAPAN. HE WORKED if . 
UNPEK THE VERY ABLE MR. EN 
ELMER KIPPHORN, AND Ra 


LATER DIRECTED PISPLAY  f 
FOK THE J.C.PENNEY Co. 
ALS@G OF LANCASTER. 


GruvIED COMMEKCIAL ART Lo 
AT THE @OPER SCHOOL OF .. Vaal 
ART IN CLEVELAND,OHIO. “3 
WORKED Witt TRE 

INTERIOR DIVISION OF «28 
DISPLAY IN MAy'S POWN+c3 

TOWN STORE OF THAT “3 

G ; 


iu Cy gg 
=| 4 4 
wis. ee 


ENJoys LISTENING 
TO RELIGIOUS ANP ..4 
FOLK MUSIC. owe" 
OTHER HOBBIES AKE 
PHOTOGRAPHY AND 
PAINTING. 





wl TU 


DISPLAY MANAGER, 
LANGFORP _,PA.. 


MIAKRIED AND HAS TWO 
DPAUGHTERS 


RSGCENTL ELECTED EXTERNAL 
YICE PRESIDENT OF THE 
LANSFOR’D CHAMBER OF 

COMMEKCE.. 


BRIGHTS 
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= SELLS THE 
SPORTSMAN- 
BUSINESSMAN 


A DESIGNED FORM THAT IS UP TO DATE 
WITH THE CHANGING STYLES IN MEN'S 
CLOTHING — DESIGNED TO GIVE THAT 
LOOK OF POSITIVE ACTION THAT SETS 
THE CLOTHES IN MOTION. 

AVAILABLE RIGHT OR LEFT LEG FORWARD 


mms 22450 privren $2250 


SILVESTRI 
STUDIO 


IN HOLLYWOOD 
968 N. FORMOSA AVE. @ HOLLYWOOD 46, CALIF. 
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BUYER! 
DISPLAY FABRICS 
BUY DIRECT... 


Bost Yet 
DISPLAY GREEN GRASS MATS 


Standard 
Size 
34 x 6 feet 


Weight 
6 pounds 


@ Brightens all Spring Displays 

@ Perfectly dyed with wonder formulo 

@ With burlap backing. High tufted 
JOBBERS PRICES: IN STOCK 
50 Mats @ $2.65 Each 
25 Mats @ 2.75 Each 
6 Mats @ 3.15 Each 

Colored Burlap 


F.O.B. Our Cincinnati, Ohio stock 


VAN ARDEN FABRICS 


110 Murray St., New York 7, N. Y. 








/,-\ TICKET HOLDERS 


Molded of 
CLEAR PLASTIC 


Pyramid Ticket Holder perfect 
for small point of sale pricing. 


the picture of ultra-smartness created 
with plastic displayers by using ticket holders of 
clear plastic. These beautifully molded ticket 
holders are just the thing for soft line display 
CL 10 Package of 50 

Lots of 100 


R. C. QUENSELL 


15TH CT., DEERFIELD BEACH, FLA. 


Complete 


$ 9.00 
15.25 


909 S. E. 











THE SILENT DISPLAY TURNTABLE 


INDOLA 


Capacities 600, 1200 and 2500 pounds. 
For outstanding features 


INDOLA 


8820 Sunset Bivd., Los Angeles 46, California 








PLASTIC PEGS FOR gam5-—— 
Make 016+ 8OARD 
ful letters, 
numerals, N 
dots, designs for SIGNS ¢ DIS 
PLAYS ¢ CONTROL CHARTS 

Write for literature, samples 

i Lumi-plug” SALES corP. 


15 W. 44th St., New York 36 
- *Masconite Quality Panels 


color- 


4a 
“6 


Corp 





@ CEASE-FIRE 
Fiameproofing 
Spray 

@ FLEXIBOOTH 
Exhibit Booths 


@ PORTO-POST 
Crowd Control 
Equipment 

@ MIRRORED BALLS 

@ SPOTLIGHTS 





Filjon Industries, Inc. 
1211 E. FAYETTE ST., SYRACUSE, N. Y. 
Write for litereture—Box 122 


AMMPYUANLT PULAU HUETLGNAA AGATA LEA 


VELCRO: 


The Magic Fastener 
Challenges Display 


Combination of hook-faced tape with loop-pile fabric 
opens new vistas for imagination of displaymen with 
introduction of 38-inch fabric and additional colors 


lik recent mtroduction ot Velcro loop 
pile tabric which 
with Velcro 


leW opportunities for displaymen. 


is used in conjunction 


ook lat ed tape offers ex 


Surtaces never betore practical tor display 


may now be dramatically utilized, and mer 


chandise which heretofore had strictly limited 


display possibilities now be seen in 


may 
striking], ditferent effects 
[he Velcro tape tastener as such, ts not 


toy Store peopl or to consumers. Con 


of two woven nylon strips, one stry 
tiny hooks, the 


When 


pressed 
loops envave, creat 


raced with a mvriad i>] 
other with tiny sott loops 
tovether. thie hooks and 


SCCLITC, adjustable closure To 


strips are simply peeled apart. Thi 
again 


Velcro tap 
on ready-to 


be repeated again and 


1 


ot holding powell 


is being used extensively wear, 


and numerous applications have already been 


found tor it in other areas—including dis 


play. However, it is the recent introduction 


ot a 38-inch wide loop-surtaced tabric cor 


responding to the loop faced tape, which 
tully realizes its potential for store windows 
mteriors 


The tabri ‘ 


and 
which 1s C uron backed to gIVe 


it body, may be easily bonded to surtaces 


such as walls, display panels, columns and 


shadowboxes by means of any cellulose 


wallpaper adhesive. The hook-taced tape is 
glued, stapled or stitched to the items being 
displayed, so that they may be invisibly af 
fixed to the 
Items may 


fabric in any desired position 


thus be removed, replaced, rear- 
ranged over and over again without impair- 
My either the appearance or effectiveness of 
the tabric. One hook-and 
loop closure will support 5 to 10 pounds of 
weight 


square inch of 























— For interior walls, columns — 


Interior walls and columns of department 
stores could adapt Velcro to advantage not 
only as a practical means of increasing the 
effective display of merchandise, but also 
to help customers spot various departments 
Window de- 
signers, too, will be able to make better use 
of overall space, especially via background 
walls and panels. 


more easily trom a distance. 

















— Chair suspended with Velcro — 


Hard 


with 


heavy objects and those 
unusual lend themselves par 
ticularly to this display technique. 

MecCurdy’s Department store 1n Rochester, 
for instance, in a bank of windows promoting 
January white sales, interspersed typical soft 
items with towel racks and rings, 
baskets, bottles and jars, even laundry ham 
pers which were “magically” attached to 
Velcro fabric-covered display panels. Dzis- 
play director Charles Ellis points out that 
these 7-feet by 40-feet display panels will 
be variously used again and again, bringing 
in line the initial cost of making them up. 

Abe Vogel ot Vogel's Department Store, 
Long Branch, N. J., has also indicated spe- 
cial interest in Velcro’s potential for dis- 
playing hard goods. 

Vogel's display department has covered a 
number of 18-inch plywood squares with the 
Velcro fabric. will be suspended 
in the window in checkerboard fashion. For 
housewares displays, such items as glasses, 
china, pictures, pots and utensils will be at- 
tached to them, and in tahion windows, cos- 
metics and perfume will be substituted. 


objects, 


shapes 


Waste 


These 


Accessories, especially shoes, are a natural 
for displaying by means of Velcro. 
bright suggestion has been made for getting 
more mileage out of shoe department storage 
areas: Apply Velcro loop-faced tape along 
vertical bin dividers. Apply tab of hook- 
faced tape to heel or toe of shoe—and attach 


(One 


DISPLAY WORLD 








.... Oisplay creators 
display manulactarers 








Home of 


IU él “4 —_ | * Granada Grills 




















— Shoes attached to bin dividers — 


shoe anywhere along strip. Thus the storage 

shelves become an important, colorful display 

area as well. In addition, displaying shoes 

in this manner can aid the salesman in —Virginia Krementz showroom has three 
quickly spotting styles, especially when new — walls covered with Velcro pile fabric— 
stvles are introduced. 

[fn store windows, shoes no longer have to.) wear showroom of Virginia Krementz. There. 
rest on a platform—now they may be shown three entire walls have been covered with 
at eye level, or at any position desired, in white Velcro loop-pile, making it possible 
interesting new ways. Shoes might, tor in to hang outstanding items in her line liter 
stance, be attached to a colorful pinwheel = ally on the wall in plain view of buyers. 
made trom pieces ot Velcro tabric; or pairs Hook-taced tape attached to the back of 
of shoes could achieve a look of “walking” coathangers and looped around accessories 
along a tabric covered wall. accomplished this. When a piece of mer- 

chandise was removed—then = stuck right 
back again—the full impact of this dramatt- 
cally different display technique was real 


“ aavion w the wershandise aisptaves, | WORM AION GE 


a special ‘ by 4-toot pile lined cabinet de 
136 . stat gto tReee 
NEW YORK 1, NEW YORK 





AUTHENTIC FROM 


Aawatt 


— Place setting on back wall ) , png 
or vertical panel — ,. | z | TAPA PAPER 








— 
_ 





Use of Velcro can do away with the need 
for typical supporting devices in jewelry and 
silverware displays. A little experimentation 
will reveal great possibilities here. As an 
alternative to affixing Velcro tape directly, 
yieces such as flatware may be caught within . 

: oo of temation width tas aa “pasted” —Walter Hazeltine demonstrates attach- HONOLULU, HAWAII 
OOps om < QO ape « MA STC ‘i 
ment of silverware to wall of demonstra- 
tion cabinet he designed . . . Note heavy 


wrench attached just below silverware— | Polyethelene Ferns 


signed by Walter Hazeltine, Jr., suggested | | ASPARAGUS —White — Green 

a wide variety of other Velcro uses in | MAIDEN HAIR—White— Light Green — Dark 
decor, signing, merchandising, trade exhibits, | Green — Pink — Yellow—Fall 
etc. Displayed in it were men’s shoes, scis- | Shaded 

sors, mere cutlery, cosmetic bottles and a ADIANTUM —_White—Green—Clear— Fell 
special rack for displaying tabrics, wall- Shaded 

papers or linens. 
to fabric background. Or tape may be cut Velcro loop-pile fabric, which has a COCUS PALM—White—Green—Clear 


into narrow strips (which will not ravel) tor doeskin-like appearance, is currently in six | TITAN ASSOCIATES (Mfrs Reps ) 
almost invisible attachment of necklaces, basic colors: black, white, light gray, beige, 150 West 34th St. N Y aes 
es « New Yor 7 


pins, earrings, ete. yellow and billiard green. The Velcro 
Use of Velcro is ideal for displays of tapes are available in widths ranging from 

buttons, findings and other small notions, S-inch to 2 inches and in a choice of four- | REVOLVING MIRROR 

since it permits adding or dropping of sep- teen colors. Both fabric and tape are dis- | Excellent eye-catcher. Use two 1.5 volts flashlight 

arate items without disturlbing the whole tributed to the display industry through batteries. Rotating for 3 weeks with load of 2 lbs. 

display. Maharam Fabric Corporation, 130 W. 46th | $4.00 with 7/2” mirror. $5.00 with 9/2” mirror. 
The many appliances of Velcro in the © street, New York City. The company will | Postpaid 

display field were first demonstrated a few mail a complete Velcro color card and fact | BROADWAY'S CO. 


months ago in the New York City sports- folder upon request. P. O. Box 5350, Kowloon, Hong Kong 











— For jewelry display — 











| 
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SHIRT FRONTS 


PROX | & READY TIES 


Proxy Shirt Fronts dress up manikins 
and keep shirts on sales counters. Combed 
white broadcloth or oxford, sanforized 
shrunk, in collar size 15. Specify collar 
style when ordering. ® Conventional 
® Short Point (illustrated) e Widespread 
e Oxford B. D. Packed '% doz. to box. 


$16.50 per doz. 


Proxy Ready-Tied Ties clip quickly into 
place under collar. Saves valuable time 
always a perfect knot. Packed 1 doz. as- 


sorted colors to box. 
——— — $12.75 per doz. 
10 EOM, FOB Troy. N. Y 


Merchandise Shipped 2 


Order From 


THE DUBLIFE COLLAR CO. 
295 Madison Ave., N. Y. 17, N. Y. 








Greatest Values in U.S.A. 


SHOW CARD PRINTERS 


$$14-22 $298.00 

M 16-32 $398.00 

Giant 26-42 $750.00 
FOB New York 


JACK M. SIDER & CO. 
2037 Stanley 
Montreal, Que., Canada 








SHOULDER COVERS 


Vinylite window-clear vinyl polythene. 


Price list & samples on request. 
JOBBERS ONLY 


CORONET MFG. CO. 


BOX 35 YARDVILLE, N. J. 














BAMBOO POLES 


All Sizes — Lowest Prices 


Write for information 


PAN ASIA COMMERCIAL CO. 


16823 Lakewood Bivd., Belifiower, Calif. 
MEtcalf 3-0678 


RUSTIC & WESTERN DISPLAYS | 
RUSTIC 


Furniture Co., Inc. 
**Porkcroft”’ 
Phone NAtional 9-6479 
Williamstown, N. 





@ Rustic Frames 

@ Rustic Boxes 

@ Bird Houses 
& Feeders 


BIRCH Poles & Branches 
CEDAR Poles & Slabs 








J 
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In-Store Display Contest 
Success In Baltimore 


By MYRTLE STEWART 


All buyers and selling managers 
in both downtown and suburban 
outlets of Stewart's, Baltimore, 
were placed ''on their own’ in in- 
terior and window display con- 


test ... Results were surprising in 


quality and effectiveness .. . 
Display department offered only 
props — no advice 


REMARKABLE coup 


plished at Stewart's, Baltimore, wit! 


Was accom- 


A 


ora 


waving of a magic wand, in the form 
that 


store full of display artists, practically over 


store memo, produced a whole 
The memo called upon all buyers and 
both the and the 


stores to original 


night 
selling managers 1n main 


York Road 


display on s1x 


produce an 
weeks’ notice, to be judged 
in a store-wide Projection Contest. 

Some of the results were surprisingly beau 
titul and two first 
place in each merchandising divi 


dramatic. There were 
winners 
one for the best projection of a single 
best 


color, fashion of 


S10] 
item and one for the projection of an 


1dea. whether silhouette. 


(he announced purpose of the contest was 


“think 
projection ; . 80H 


to pet 
lorcetul 


everyone to creatively on 
put yourself in 
and ask yourself, 


the place or a custome! 


would it create an interest. and a desire to 


buy?” 

The display department took absolutely no 
part in the development of special presenta 
tions except to permit the use of whatever 
hand. No 
purchased tor the 
stock of 


display props were on new ones 


were occasion, but the 
store 's entire merchandise Was 
available. No offered by the 
display director or by any of his assistants. 


advice was 
even the 300 signs that were requisitioned by 
the contestants were designed both as to lay- 
out and language without any assistance 
trom the advertising or display departments. 

Representative of the prize-winning results 
were: 

painted white, 
made of an up- 
right roll of carpet arranged in some broken 
folds for a sculptured effect. Other rugs with 
symmetrical floral patterns were laid on the 


rustic arbor. 


Carpets. A 


sheltered a “garden statue” 


floor in and around the arbor to impersonate 
a lawn with flowers. A path leading to the 
arbor was constructed of carpet-swatches 
cut into brick-shaped pieces and laid securely 
on imitation grass. 

Women’s Handbags. Wit and drama charac- 
terized this interior counter display. A rain- 


bow-shaped banner spanned the space above 
the counter across the store 
It carried in bold letters the message “Have 
sag—Will Travel... 
By Jet to Java 

Behind the 


seamless 


visible from 
By Bus to Boston... 
sy space to Saturn.” 
against a sky of blue 
paper, floated a free-shape sus 
pended cloud made of hard board painted 
white. 


banner 


Handbags of varied sizes and shapes 
were displayed attractively among replicas 
ot a bus, an airplane, and a jet headed for 
outer space. 

Yard Goods. This stunning display seemed 
to aim at a combination of both item and 
idea, and it also included all three 
for the idea class, namely, “color, fashion, or 
silhouette.” For color, black and white were 
contrasted throughout. For fashion, a man- 
nequin stood in dramatic simplicity wearing 
formal evening gown made of 
full-width lengths of black chiffon alternat- 
ing with white, complete with a white 
sage” of the crushed material effectively ac 
cented against the black of the bodice. For 
silhouette, the beautifully-gowned mannequin 
was doubly striking, standing before a back- 
ground fully curtained with wide alternating 
black and white panels of the same material 
\n ebony floor-lamp with large white cylin- 
drical-shaped shade was positioned on th 
mannequin’s right. At her left, on the floor, 
and partly under the folds of her floor-length 
gown, black floor-pillow 
with the white. The solid gray 
carpet black-and-white in a 
blend!) accented the lower half of the pillow 
and the luxurious sweep of the full skirt 


choices 


a dec illete 


ee. - 
COT- 


squared 
half 
being 


rested a 
lower 
(gray 


A child’s dreams of fantasy land 
“Pathway to the Sky” 
trom the 
floor toward the ceiling and ending in a gold 
sunburst. A lovely doll in the 
costume of a fairy queen, suspended from the 
seemed to trip along the fantasy- 
path. The pathway was made of wire mesh, 
with a small square of pink tissue tastened 
at the center through each opening in the 
mesh so that the corners became soft fanci- 
ful flowers completely covering the wire. 


Toyland. 
was indicated by a 


a fantastic pink pathway rising 


and white 


ceiling. 


There were dozens of newsworthy displays 
in this project. The boost in employee morale 
was incalculable; and the venture provided 
a gratifying exhibition of employee-partic 
pation at point-ot-sale. 


Slack Joins Sales Force 


Of Garrison-Wagner 


Garrison-Wagner Company announces that 
Charles Slack has joined its sales force and 
will make his headquarters at the company’s 
new Chicago showroom, 222 West Adams, 
Room 218. Mr. Slack formerly traveled for 
the L. A. Darling Company and the Wottrich 
Fixture Company. He will cover the Chicago 
area as well as parts of Illinois, Indiana and 
Wisconsin. 


DISPLAY WORLD 





—Officers of W. L. Stensgaard and Associates, Inc., Chicago, recently elected are, left to right: 
Paul Barkmeier, executive vice-president and general manager; Ed Lee, vice-president; W. L. Stens- 
gaard, Chairman of the Board, and W. H. Stensgaard, president— 


Stensgaard Elects 
New Officers 

W. H. Stensgaard 
president of W. L. 
ciates, Inc., 
executive 


recently elected 
Stensgaard and Asso- 
Paul Barkmeier is 
vice-president and general man- 
ager; Ed Lee, vice-president, and W. L. 
Stensgaard becomes chairman of the board. 

The members of the five-man board of 
directors are: W. L. Stensgaard, as chair- 
man, W. H. Stensgaard, Barkmeier, A. C. 
Bruhnke and Tom Riordan. Mr. Bruhnke 
is a partner of Bruhnke & Silver and Mr. 
Riordan an attorney and director of The 


Wads 


Chicago. 


"Mr. Luke” Retires 
From Gimbels, New York 


Luke Maletich, display director of Gimbels, 
New York City, and suburban stores has an 
nounced plans to retire, for 
health, as ot March 1. 

Mr. Maletich, known as “Mr. 


reasons of 


Luke” 


— Luke Maletich — 


throughout the display industry and profes- 
sion, has been with Gimbels for 29 years, 
and has been display director with the store 
for 20 years. He plans to take a year long 
vacation upon retirement. A 
not been named as yet. 


successor has 
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Merchandise National Bank of Chicago and 
other corporations. 

W. H. Stensgaard, 35, has been active in 
the management of the business following 
his service in the army in the Pacific and as 
a reserve officer was called back to active 
duty in Korea. He is a graduate of Culver 
and of Northwestern university with a mas- 
ters degree in business administration. 

Mr. Barkmeier was employed some months 
ago to assist in studies of plant operations. 
He was retail controller of Marshall Field 
& Co. trom 1943 to 1948. He joined Radio 
Corporation of America in 1948 and contin- 
ued in various executive positions, including 
vice-president and general manager of the 
Record Division, vice-president and director 
of distribution and later vice-president and 
general manager of the Estate Range Co. 
when purchased by RCA. He was more 
recently director of marketing services for 
,org-Warner Corporation, Chicago 

The company reports good progress in all 
divisions such as services to national adver- 
tisers and retailers and in both of the newer 
divisions of open selling fixtures and archi- 
tectural decor of vacuum formed plastics in 
which this company is a leader. Established 
by W. L. Stensgaard, in 1931 the company 
looks forward to a very good year in 1960. 


Ben Langer Dies; 
With Schenley 20 Years 


Ben H. Langer, window displayman for 
Schenley Liquors, Chicago, for the past 20 
years, died Friday, February 5. He was 5] 
years old. Surviving are his widow, Frances; 
a son, Michael; his mother, Mrs. Jennie 
Langer; three and three brothers. 
His home was at 7374 N. Winchester avenue, 
Chicago. 


sisters 


Hodges Returns 
To Robinson's 

After a 19 year lapse, James L. Hodges re- 
turned to J. W. Robinson, Los Angeles, in 
the capacity of Corporate Display Director. 
At present, there are four stores in the chain. 
In the interim, Mr. Hodges was the interior 
display manager at Bullock's, Los Angeles, 
and tor 11 years director of store planning 
at A. Harris, Dallas. 











For Mannequin 


WIGS 


No Measurements Necessary! 


1960 WIG 
BROCHURE 
JUST OUT 





Mannequin Repairs . . . Rentals 


RECONDITIONED 
MANNEQUINS 


LADIES ... CHILDREN’S ... MEN 


Hundreds to choose from... COMPLETELY 
REFINISHED ... LOOK ABSOLUTELY 
NEW! A terrific money sover! 


Write for Catalog 


PEan 6-3585 
; me EEE OE 


—South African Feather Co., Inc.— 
1015 FILBERT ST., PHILADELPHIA 7, PA. 


Established in 1906 
WaAlnut 5-5219 














FEATHERS 


FEATHERS FOR DISPLAY 
OSTRICH FEATHERS, all colors and sizes 
MARIBOU in 2 yard strings, all colors 
FEATHER BIRDS, made in Japan 

Excellent Delivery — Write for Price List 











BRASS & CHROMIUM RAILINGS 


for every purpose 
PORTABLE @ STATIONARY 
VELOUR COVERED ROPE 
S. PARKER HARDWARE MFG. CORP. 


Since 1900 
29 LUDLOW ST.. N.Y¥.C. 2. N.Y. 





WAlker 5-6300 





AUTOMATIC WOOD TURNINGS 


All Types of Finishing 
Dowels and Balls in Stock 


H. ARNOLD WOOD TURNING CO. 


363 Union Avenue, Brooklyn 11, N. Y. 
STagg 2-5693 

















IMPROVE YOUR DISPLAYS! 


Use Glowing Fluorescent Colors 
with STROBLITE BLACKLIGHT LAMPS 


Write for illustrated brochure 


Stroblite Co. vert. w, 75 w. 45th St., N.Y.C., % 
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for maximium illumination... 


POSTOSCOPE Opaque 


_ Projector 


Imagine the convenience of this Opaque 
Projector in your sign or display depart- 
ment! Need a large sketch — but fast? 
Just place this projector over a photo- 
graph, magazine page, coin, jewelry or 
any flat opaque object — and you can 
project a screen image, faithful in every 
detail and color. 7 feet square and 
larger. Projects an area 6 x 6 at one 
time or larger orea, a section at a time. 


$35.00 


FOB. N.Y 
LARGE PROJECTORS 100! 


Send for descriptive folder 
showing entire line of 
opaque projectors 


200 PAGE CATALOGUE 


FREE: 10,000 art and draow- 


ng supply items available through 
Arthur Brown. Write today on firm 
letterhead! 


Arthur Brown & Bro., Inc. 
2 West 46th St., New York 36, N. Y 





YECCA POLES 
YECCA POLES 
YECCA POLES 


BOY, HAVE WE GOT YUCCA POLES! 


BIG ONES, LITTLE ONES AND 

IN BETWEEN 
Send for our latest price list on 
Manzanita, Driftwood, Cholla 
Either sand blasted or 


Yucca 
Grape 
natural 


RUSSEL MORRIS OF CALIFORNIA 


P. O. Box 277 


Poles. 
Stumps 


Fontana, Calif. 








FOIL PAPER, PUFFING FOIL, BASE 
METAL, METAL CHAIN LINKS 
R. A. OHLHORST 


278-292 Johnston Ave. Jersey City, N. J. 











COLOURAMA COLOR WHEEL 


Clips on in a jiffy any PAR38 or R40 
Rugged — Dependable 


COLOURAMA SALES COMPANY 


Box 1631 SACRAMENTO 8&, CALIF. 








DISPLAY TURNTABLES 


@ All Steel 
ALL SIZES—Large or Small 


Write for 


@ Heavy Duty 





illustrated folder 


AMER-STAGE EQUIPMENT 
805 E. 134 St., Bronx 54, N. Y. 


free 





THE SHOW WINDOW 
[Continued from page 15] 


are properly provide 


over-all cost. 


maintained, they may 


equal illumination at lower 
Phe PAR-38 and R-40 flood lamps 
beams not quite so well suited to the unttorm 


have 


from 
PAR 


many 


lighting of vertical surfaces as those 


However, 
for 


Reon cl as\ mmetric reflectors 


and R lamps are quite suitable 


installations, have the advantages 
longer lamp 


smaller 


and they 
ot lower initial equipment costs, 
lite, 


maintenance, and S1z¢ 


LUMINOUS WALLS 


Translucent materials. 


simpler 


lighted trom behind 
and 
background 
reflec 


by fluorescent lamps, are a_ practical 


effective means ot creating 


brightnesses to countervail window 


tions 


The transilluminated surface can be a fixed 
rear wall or, at somewhat greater cost, can 
he made of portable modular elements that 
can be arranged in a variety of ways to suit 
the display. Diffuse-faced plastics in the 
panels are preferable to those having glossy 
surfaces that might cause distracting reflec 
tions. The many types of diffusers available, 
including those incorporating decorative pat- 
terns, make possible considerable variation 
in the character of the luminous wall. 

The fluorescent lamps behind the plastic 
are usually one of the white colors, but col- 
fluorescent used, 

alone or white 


also be 
with the 
white 


lamps can 
combined 


ored 

either 
panel. 

permits 


normally 
dimming equipment 
brightness variations to suit display require 
ments or meet reflection problems; it 
can be used to control color saturation with 


lamps to “tone” a 


lt luorescent 
also 


a mixture of white and colored lamps. 


TRADE PERSONALIT/ES No.198. by Covcjt 





AriIEK GRAPUATION FROM 
HIGH SCHOOL ‘928 HE JOINED 
THE DISPLAN DEPT. OF YONKERS 
PEPT. STORE IN DES NOINGS 
AS FIXTURE Boy 

IN 1942 HE JOINED THE DIS- 
PLAY DEP’T. OF J.C. PENNEY Co, 
AND WORKED INTO THE 
MERCNANDISING FIELD. 
LEFT IN 1947 TO SELL MATER- 
IALS For test Display Co. 
OF DES MOINES, ANP TRAV- 
ELEDP THE STATE OF IOWA 
STARTED HIS OWN BUSINESS 

IN I9¢560 KNOWN AS 
THOMPSON DISPLAY CO. OF 
WHICH HE IS PeESIDENT. 


SON OF A MINISTER, 

Ic VERY ACTIVELY INTERES- 
TED IN CHURCH ACTIVITES 
AS WELL AS SCHOOL. 

Is MARRIED AND HAS FOUR 
CHILDREN, TWO SONS AGES 
IS AND 16, TWO DAUGHTERS 
IO AND ZO. 


THEY LIVE IN THE COUNTRY 
VWHERE THEY HAVE HORSES 
AND ENJOY RIDING. 

THEY ALSO ENJOY BoATING 
ON THE DES MOINES KIVE=. 





PRESIDENT ....... THOMPSON BISPLAY CO., 
DES MOINES, lOwA 


Cowects ANTIQUES 
IN SPARE TIME... 
WIth WHICH HE 
AND THE FAMILY 
PECOCRATE THEIR. 
2 Yykou NTRY HOME 
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DISPLA YMEN 


Well trained men are needed 
all over the country. Enroll 
now in the only thorough, pro- 
fessional, accelerated course, 
day or evening, offered in New 
York City. Prepare now for 
well paying jobs. Free place- 
ment with leading stores. Our 
graduates are in demand. 


Write, phone or come for in- 
formation. Registrations being 
accepted now for the next 
course. Co-eds, Veterans, For- 
eign Students. 


PAN-AMERICA ART 
SCHOOL 
316 West 57th Street 
New York City 19 
PL 7-0064 


Your Opportunity to Buy 
LORD & TAYLOR’S 


Five Fabulous 1959 Christmas Windows 
The Madonna The Four Senses—Sense of Taste 
Sense of Sight 
Sense ot Smell 
Sense ol Touch 
Photos on request, but we suggest acting promptly. 


Write or phone Charles Foti, Lord & Taylor, Window Display, 
424 Fifth Ave., New York 18, N. Y. Wisconsin 7-3300, Ext. 593. 














DISPLAY DIRECTOR 


ff prominent east coast chain 
wishes to relocate in South- 
West. Women specialty or de- 
partment store. Excellent back- 
ground. Fashion windows and 
interiors. Can supply photos, 
references, etc. Salary require- 
ments open. 


Address Box 3 BC 
Care of DISPLAY WORLD 


WANTED DISTRIBUTORSHIPS 


Metal, plastic, brass and wood window displayers and butldups. 


(;arment racks. Mannequins, Chrome and wood turniture. Display 
forms. Plastic boxes. Plastic garment covers. Wood and plastic 
hangers. Lighting fixtures. Merchandising hardware, paper pro- 
motion banners. Tags and labels for garments. Unusual brass and 
wood novelties, swords, cannons, armor, etc. Display aids. Flowers 
and tabrics. Complete store fixture line, show cases, wall cases ete 
Send descriptive photos and net price lists to. 


LEVY BROTHERS 


Display Building, 5 South Hanover Street 
Baltimore 1, Maryland 


FOR SALE 


1. 14 Mechanical Angel Or- 
chestra figures with = syn- 
chronizer, 


2. 14 Mechanical figures of 
Dolls of all nations. 

Ready to be used tor Christ 

mas. Must be seen to be ap 

preciated. All 28 figures com 

plete—will sell for $1200.00. 


Photos sent upon request. 
\ddress inquiries to 
NICK KRYSIL 
Display Director 


113 Cedar Street 
Fitchburg, Massachusetts 








WANTED TO BUY 
Papier Mache, Dutch Life Size Dis 
play Figures (like Dutch Cleanse 
Ads), Dalmatian Dogs (Life Size), 
Sea Gulls (Standing and Flying), 
Indians (Life Size) 


DANBURY FAIR, INC. 
Danbury, Connecticut 














STUDY 


WINDOW DISPLAY 
AT HOME 
Earn good income. Easy home- 
study course. Employers: 
Sponsor our course for one of 
your employees. All will find 
this course the finest of its 
kind. School highly recom- 
mended and established in 1905. 


THE KOESTER SCHOOL 
Koester Bldg. 
Dept. DW 
3710-12 N. Cicero Avenue 
Chicago 41, Illinois 


A Fabulous Animated Christmas Display Buy! 


Now ... for sale... at ™% its original cost. Six breathtaking 
animated window displays depicting Charles Dickens’ “Christmas 
Carol.” Captured the attention of thousands of Cincinnatians .. . 
Acclaimed as “outstanding” by local newspapers. 42 animated 
figures from 32 to 36 inches in height. Ready to capture the hearts 


. the acclaim of your city for Christmas ‘60. 


ROLLMAN & SONS DEPARTMENT STORE 


Address inquiries to Display Director 
Cincinnati, Ohio 











WANTED — DISPLAY DESIGNER 


capable of designing and illustrating displays for itinerant pur- 
poses, largely in the wearing apparel field; top salary; permanent 


and attractiev position. Write or phone: WOLF & VINE, INC., 
225 S. Los Angeles St., Los Angeles 12, Calif. Phone: MAdison 
6-4737. 


100 SLIGHTLY 
DAMAGED COPIES 
**Applied 
Papier Mache’”’ 

By Wyatt 


This manual sells at $3.50 pet 
copy. Is tully illustrated with 
step by step procedure in mak- 
ing full round figures in papier 
mache. The only manual of its 
kind so tar as we know. About 
100 copies are all that is left. 
The covers are slightly dam 
aged. Will sell them at $1.98 
per copy. Get yours while they 
last. Send $1.98 today. 


Snap Wyatt Studios 


Route 3, Box 480 
TAMPA, FLORIDA 











Used MANIKINS $10 
2-Piece Complete—as is. Crat- 
ing charge $2.50, F.O.B. New 
York. 

MADISONIA 
152 W. 25th St., New York 1, 

N. Y., Chelsea 3-1550 


WANTED — SCULPTOR 


with ability and talent for high fashion figures; high salary; ex- 

cellent opportunity; permanent position. Write or phone: 
WOLF & VINE, INC. 

225 S. Los Angeles St. Los Angeles 12, Calif. 
Phone MAdison 6-4737 











SURPLUS BURLAP 
3 ft. x 6 ft. sheets, any quantity. 
New attractive design in Deep Red 
or Dark Green or Red and Green tin 
solid. $1 each fob here. New cus 
tomers please send cash with 
order. 
LIFESTEDT CO. 

200 McHenry St., Burlington, Wis. 








SALESMAN 
15 years following in South and 
Southwest, entire best display a 
counts, desires to make change 
Want decorative line and also pro 


FOR SALE 
Write-A-Sign Machine. Perfect tor 
store signs. Used not over 12 times. 
Good condition. Sells for $120,009. 

Sale price $60.00 motional line. Will consider only 

top quality lines. All answers held 

THOMAS CLOTHIERS in confidence. Address Box 3 AB, 
Gallipolis, Ohio Care of DISPLAY WORLD. 














SALESMAN WANTED 


Work out of new Chicago 
showroom. Travel part of Chi- 
cago area, Michigan and Ohno. 
Prefer man experienced in 
calling on display trade. Re 
plies confidential. 


GARRISON-WAGNER 
COMPANY 


2018 Washington Avenue 
St. Louis 3, Missouri 
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Wing's Success Displays 


LESSON in suspension is taught by our 
Display of the Month, the work of 
Joseph T. Sjursen, display director, 

Frederick & Nelson, Seattle, Wash. Actually 
this cosmetics display is a combination of 
the usual method of invisible string suspen- 
sion and the unusual method of invisible sup- 
port. The panels at the rear and the negligee 
on the mannequin are suspended by the 
string, but the two shelves of cosmetics are 
actually balanced on cylinders of clear plas- 
tic that are only noticeable on second glance 

Mr. Sjursen will receive a gold medal for 
his Display of the Month winner, chosen by 
the editorial staff ot DISPLAY WORLD 
from entries received during the month in 
the 1960 International Display Contest. 

The 1959 contest set a new record of 4,675 
entries in its 65 categories received from dis- 
playmen in all parts of the world. 

(omplete rules tor the 1960 contest and a 
revised list of categories is on page 48 of 
this issue. Please look them over closely 
There have been only minor changes in rules 
to allow tor displays received after the De- 
cember 31 deadline to be automatically en- 
tered in the next year’s contest and for the 
awarding of three plaques instead of the 
four as in the past. Category changes were 
based upon recommendations received from 
readers throughout the past year and to 
clarify some contusion in some areas. 











1959 WINNERS 


Sweepstakes: J. Howard Schneider, The 

Crescent, Spokane, Wash.; First Place, 

George K. Payne, Woodward & Lothrop, 

Washington, D. C.; Second Place, Miss 

Virginia Paxson, Marshall Field, Chicago; 

Third Place, Thomas B. Comerford, Lit 
Brothers, Philadelphia. 





New Dress Form 
For Junior Petite Sizes 


A dress form of a brand new size, specially 
designed to wear the five-foot-one-inch Junior 
Petite dresses now coming into great de- 
mand, has just been perfected by D. G. Wil- 
liams, Inc., mannequin and display fixture 
makers of New York City. 

Heretofore women of this height have had 
difficulty finding a correct size. The new 
proportioned Junior Petite avoids the tre- 
mendous cost of alterations, which has 
proved an obstacle to sales particularly in 
lower-priced lines. Manufacturers predict 
that sales volume on dresses in this new size 
will equal that of the regular Junior size be- 
fore long. 

Williams’ new Junior Petite form is plastic 
and practically unbreakable. Williams also 
has in work a number of complete manne- 
quins in the Junior Petite size. 


Australian Manufacturer 
Seeks U. S. Licenses 

T. C. Cowdroy, managing director of H. M. 
Cowdroy Ltd., 95-97 York street, Sydney, 
Australia, will be visiting the U. S. and 
Canada with the Australian Trade Mission 
which leaves Sydney on April 22. While 
here he will be interested in obtaining man- 
ufacturing and distribution licenses for vari- 
ous display products in Australia, where he 
says there is a tremendous expanding market 
for display materials at the present time. 

Please write to him for further informa- 
tion. The firm can offer excellent business 
references. It is the largest display manu- 
facturing firm in Australia, specializing in 
display equipment, fittings, decorations, etc., 
tor the past 50 years. 


DISPLAY WORLD 





Write for full details. The 
Full Sheet Signmaster is 
still more proof that Show- 
card Machines offer models 
for every need. 


Here you see the grown-up version of a Showcard Machine that was a big 
hit right from the start. 


The original Signmaster was built to be a speed demon . . . to turn out multiple 

cards faster and more economical than anything of its kind. It has proved so popular 
that we’ve taken the next logical step—a big brother Signmaster that handles 

all work up to a full 22” x 28” size. 


It has the same type of mechanical inking unit, the same instant pressure 
adjustment for varying card stocks, the same roller-lifting toggle that prevents 
blurring. It has the same silk-smooth operation. And it is a Showcard Machine 
through and through—same patented method of type setting, same freedom 

of layout, same cast steel construction backed by a 5-year guarantee. 
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